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Roush Proofs 


“Milk,” says the National Dairy 
Council, “is the only article of a 
woman’s make-up that can be ap- 
plied without a, mirror.” 

Maybe that’s why milk isn’t as 
popular among the ladies as it ought 
to be. 

, oe 


“So they ran a test campaign in 
Vermont.” 

Where they still vote Republican, 
regardless of what the rest of the 
country may do. 


7? 


“Budweiser Malt” is the name of 
the product advertised by an electri- 
eal spectacular display on Broadway. 
Can any little boy or girl suggest 
what important change in the copy 
will probably be made in the next six 
months? 

vvy 


An agency seeking brewery ac- 
zounts says, “We shall be glad to dis- 
cuss our view with interested par- 
ties.” That’s a subject that ought to 
go big at all kinds of parties. 


vyv¥y 


Those who object to aviation on 
the ground of danger overlook the 
vast improvement that could be 
brought about if the right people 
could be persuaded to fly. 


» ee, Saas 


The New Yorker urges that adver- 
tisers watch Fifth avenue and Michi- 
gan Boulevard. Speaking as one of 
the old settlers, Rough Proofs sug- 
gests that the best time to watch 
Michigan Boulevard is on a windy 
day. 

vvy 


One of our best political advertis- 
ers, William Hale Thompson, has once 
more been reminded that the public 
of Illinois prefers him in his present 
role of private citizen. But Bill will 
undoubtedly blame the result on the 
advertising and not on the product. 


V7 ¥ 


As the result of the 1932 presiden- 
tial campaign, it will be possible to 
Save a lot of time and money in 1936 
by eliminating the usual election fu- 
rore in favor of a Literary Digest 
poll. 

. >? 


Glimpsed in a New York depart- 
ment store: 

“Special Values in Intimacies.” 

So our best people have always be- 
lieved. 


* VF 


“Dealers Take Up Cudgels in As- 
Pirin War.” 

Thus creating additional demand 
for a good headache remedy. 


— 


General Electric’s new campaign 
on sewing-machines is apparently in- 
tended to take “The Song of the 
Shirt” out of the blues classification. 


> * 


A ten-year-old advertisement of 
Jell-O shows a robust gentleman 
dashing in front of a speeding loco- 
Motive to rescue a case of the prod- 
uct. It’s just possible that he 
thought it was another kind of case. 


a a 


Who said financial advertising was 
dead? All it needed was a good hot 
fight for control of a big corporation 
to produce plenty of copy in lots of 
bublications. 


Copy Cus. 


RADIO. STATIONS 
GIRD FOR FIGHT 
ON COPYRIGHTS 


National Association Opposes 


“ASCAP”’ Demands 


St. Louis, Nov. 16.—Resistance to 
the finish to the new demands of the 
American Society of Composers, 
Authors and Publishers on radio 
broadcasting stations was emphatic- 


Alfred J. McCosker 


ally indicated at the tenth annual 
convention of National Association 
of Broadcasters which closed here to- 
day, when Oswald F. Schuette, who 
bas been acting as director of the or- 
ganization’s copyright activities, was 
given full authority to carry on the 
fight, with freedom to negotiate a 
satisfactory contract or to initiate 
court action with the object of hav- 
ing the “ASCAP” dissolved as a com- 
bination in illegal restraint of trade. 

This action followed discussion by 
the broadcasters of the contracts now 
being offered by the Society, which 
stipulate not only the previous flat 
annual fee based on the size of the 
station, but an increasing scale of 
payments for the next three years, 
amounting to three, four and five per 
cent respectively, of the station’s 
gross business. It was declared that 
to meet such a demand under present 
conditions would in many cases wipe 
out net profits entirely. 


Expect Help of Non-Members 


Mr. Schuette, widely known for his 
successful court battle with the so- 
called radio trust, was selected to 
head the future negotiations on his 
record and because of the experience 
he has already had in representing 
the broadcasters; and the authority 
conferred on him was specifically 
made as broad as possible. In addi- 
tion to the membership of the Broad- 
casters’ Association, which includes 
most of the leading stations, it is be- 
lieved that numerous non-member 
stations will co-operate, as 132 such 
stations appointed Mr. Schuette to 
act for them this year in his negotia- 
tions with the ASCAP. 

The election to the presidency of 
the broadcasters of A. J. McCosker, 
director and general manager of Sta- 
tion WOR, Newark, N. J., the Bam- 
berger studio, was enthusiastic, Mr. 
McCosker’s splendid work at WOR 

(Continued on Page 18) 


A.N.A. Gets Traffic Report; 
Larger Budgets Forecast 


McClintock Tells Results 
of Joint Study of 
Traffic Flow 


Atlantic City, N. J., Nov. 17.—Dr. 
Miller McClintock, director of the 
Albert Russel Erskine Bureau for 
Street Traffic Research of Harvard 
University, and Arthur Burnet, 
Erskine research fellow, reported 
progress upon the traffic and trade 
research which has been sponsored 
during the past year by the Associa- 
tion of National Advertisers, Inc., 
and the Outdoor Advertising Associa- 
tion of America, Inc., at the meeting 
of the former organization here 
today. 

The high points of the report are 
as follows: 

“The outdoor market is the traffic 
market. Persons habitually exposed 
to an advertising medium may be 
said to belong to the market bearing 
the name of that medium. Thus for 
example, those who are habitually 
readers of newspapers belong to a 
market which may ~be described as 
the newspaper market; auditors of 
the~radio habitually may be de- 
scribed as members of the radio 
market; readers of magazines, as 
belonging to the magazine market, 
and so we may logically define the 
traffic market as being composed of 
all persons who are normally a part 
of the traffic stream, and who are 
physically and mentally capable of 
being stimulated by messages dis- 
played by trade to traffic. 


Standardized Methods Urged 


“Traffic is the basis of ‘circulation. 
By the application of standardized 
and systematic traffic counting meth- 
ods there can be developed in the 
outdoor medium comprehensive and 
reliable information of similar use- 
fulness to the circulation informa- 
tion of other media. When analyzed 
and applied this information be- 
comes the means of locating and 
evaluating the traffic market.” 

These are two outstanding conclu- 
sions of the Harvard research, based 
upon a detailed analysis of traffic in 
more than 150 cities located in all 
parts of the country. Counts were 


HEADS A. N. A. 


Stuart Peabody, the Borden Co., 

New York, who was named presi- 

dent of Association of National 

Advertisers at the annual meeting 
this week. 


made of vehicular and pedestrian 
traffic at the principal intersection in 
the central business district of each 
of these cities. About half of the 
counts covered 18 hours by half-hour 
periods, the other half being full 24- 
hour counts. 

The report was summarized in the 
form of a decalogue of ten basic 
principles on which a sound under- 
standing of the relation of outdoor 
advertising to its market should rest. 
These principles are: 

“In any population area the nor- 
mal movement of persons out-of- 
doors daily is inevitable. 

“This movement is caused by the 
economic and social activity of the 
population. 

“Trade is the prime generator of 
traffic movement, and as such, has a 
basic influence on the pattern of 
traffic activity. 


Trade Locations Limited 
“There is constant competition for 
trade locations that will dominate 
the principal routes of travel or the 
principal concentration’ points in the 
traffic pattern. 
(Continued on Page 12) 


Last Minute News Flashes 


Kobak on Nation-Wide Hookup 


Atlantic City, N. J., Nov. 18.—Edgar Kobak, president, Advertising 
Federation of America, spoke over the entire network of the Columbia 
Broadcasting System yesterday afternoon through WPG, Atlantic City, 
under the auspices of the American Legion National Employment Com- 


mission. 


He said better selling and advertising would contribute most 


to increased employment and better business. 


Price, English Join Sears-Roebuck 


New York, Nov. 18.—Irving Price, former advertising manager of L. 


Bamberger & Co., Newark, N. J., 


national retail advertising manager of Sears, Roebuck & Co. 


English, formerly in the national 


department store, has been named 
John B. 
advertising department of Scripps- 


Howard newspapers, has been appointed national supervisor of field adver- 


tising for the mail order firm. 


Kiplinger Predicts Lower Postage, Beer 
Atlantic City, N. J., Nov. 18.—Addressing the luncheon meeting of 
Association of National Advertisers here today, W. M. Kiplinger, Kiplinger 
Washington Agency, predicted an early reduction of first class postal rates 


to two cents, and beer by March 4. 


Stuart Peabody Named to 
Head Organization 
Next Year 


Atlantic City, N. J., Nov. 18.—Na- 
tional advertisers are leading the 
procession toward better business 
and are pledged to accelerate the 
quickened pace of industry with in- 
creased appropriations for 1933, Lee 
H. Bristol, retiring president of the 
Association of National Advertisers, 
disclosed at the opening. session 
Wednesday of the 23rd annual meet- 
ing. His report, based on a question- 
iaire to members, opened a three-day 
sonference in which able spokesmen 
‘rom all advertising fields had a 
voice. 

The climax of the first day’s events 
came with the election of Stuart 
Peabody, manager of sales and dis- 
tribution analysis, the Borden Co., 
New York, to succeed Mr. Bristol, 
who becomes chairman of the execu- 
tive committee, replacing Bernard 
Lichtenberg, vice-president, Alex- 
ander Hamilton Institute, New York. 


+—-Phree vice-presidents chosen are 


llyn B. McIntire, vice-president, 
Pepperell Manufacturing Co., Boston; 
Bennett Chapple, vice-president, 
American Rolling Mills Co,, Middle- 
town, O., and Felix Lowy, vice-presi- 
dent, Colgate-Palmolive-Peet Co., Chi- 
cago. Paul B. West, managing direc- 
tor, was again named secretary-treas- 
urer. 

.New Directors 


Re-elected directors are Mr. Lich- 
tenberg and Gates Ferguson, Interna- 
tional Telephone & Telegraph Corp., 
New York; new directors comprising 
W. B. Geissinger, California Fruit 
Growers Exchange, Los Angeles; 
D. P. Wooley, Standard Brands, Inc., 
New York; Walter J. Dailey, General 
Electric Co., refrigerator division, 
Cleveland, and Joseph M. Kraus, A. 
Stein & Co., Chicago. 

Chorusing an advertising success 
story, more than one-half of the mem- 
bership reported an increase in unit 
sales volume the past three months; 
16 per cent suffered a decrease and 
the sales level of 10 per cent was sta- 
tionary. The median of the increase 
in sales was 23 per cent. 

Of those reporting an increase, 41 
percent said it was due to improved 
conditions in their industries and 50 
per cent attributed it to seasonal con- 
ditions. 

Regarding 1933 appropriations, 35 
per cent will increase the 1932 fig- 
ures, another 35 per cent will spend 
the same amount, and 22 per cent 
will trim their advertising budget. 

The breakdown shows that mem- 
bers in the drug and toilet goods 
classification will, as a body, boost 
1933 appropriations slightly. In the 
food classification, 50 per cent will 
increase, 20 per cent will decrease, 
and 30 per cent will repeat. 

The query as to changes in media 
elicited no evidence of changed 
trends in this respect. 


Changing Methods 


To the question, “Are you planning 
to use any part of your appropria- 
tion now expended in regular media 
for direct merchandising efforts, 


such as sampling, demonstrations, 
store displays, allowances, free deals, 
or direct ‘sales effort?” 17 per cent 
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ADVERTISING AGE 


November 19, 1932 


answered “yes” and 55 per cent an- 
swered “no.” The plans of those 
replying in the affirmative varied 
considerably, the deflection being 
chiefly toward sampling, house-to- 
house selling, store demonstrations, 
deals, displays and exhibitions. 

Mr. West’s report dealt in part 
with the breakdown of inquiries 
from members on which the associa- 
tion’s research work is based. While 
queries decreased in total number 
during the past year, those concern- 
ing mediums and individual publica- 
tions increased 9.6 per cent. 

Other matters on which members 
desired enlightenment were, in order 
of degree of interest indicated by 
number of inquiries, ways of reduc- 
ing salesmen’s expenses, methods of 
organizing and controlling sales pro- 
motion departments, recent offers of 
radio advertisers, whether window 
displays should be installed by deal- 
ers or the advertiser’s salesmen, 
statements on benefits to be derived 
from advertising and quotations of 
successful advertisers, and whether 
advertisers should pay an agency 
commission on radio talent. In all, 
4,200 such inquiries were handled by 
headquarters. 


Favor Quarterly Statements 


A poll revealed that 80 per cent of 
the membership are in favor of ask- 
ing publishers for quarterly state- 
ments of circulation. The idea was 
opposed by 18 per cent and 1 per 
cent expressed neutrality. 

H. A. Batten, vice-president, N. W. 
Ayer & Son, spoke Wednesday morn- 
ing, scoring unethical advertising 
and warning that current disbelief 
in advertising on the part of a small 
number of consumers, if permitted 
to grow, would result in a breakdown 
of American industry. . His address 
is reported in full elsewhere in this 
issue. 

The luncheon speaker was James 
W. Young, professor of business 
history, University of Chicago, who 
was recently appointed by a joint 
committee of advertisers, publishers 
and agencies to make a study of 
agency compensation. 

He asked for the cooperation of 


RE-ELECTED 


Paul B. West, re-elected secretary- 
treasurer and managing director of 
the A. N. A. 


members, suggesting that they sup- 
ply him with all pertinent informa- 
tion at their command through head- 
quarters of the association and that 
their communications be unsigned. 
He said he had made this sugges- 
tion in several quarters, that he did 
not know when the study would be 
completed, and that he did not know 
whether it would be published. 

Opening the afternoon session, Car] 
Percy, president of the New York dis- 
play firm, said the advertising man 
is like a doctor who must experiment 
on himself, using a little more of this 
and a little less of that, until he de- 
termines the best formula of adver- 
tising for his needs. 

He condemned the practice of call- 
ing in a few representatives of litho- 
graphic houses to submit ideas for 
window displays on the ground that 
a thorough knowledge of individual 
sales problems is essential in de- 
signing an effective window. 

“If you have within your own or- 
ganization artists with specialized ex- 


perience, familiar with various 
methods and details of production, 
able to create sales-winning ideas 
and dramatize them; if you have had 
experience behind the plate glass and 
the retail counter, then you can pro- 
duce your own ideas and send them 
out for competitive bidding,” he said. 


Outlines Essential 


In purchasing a display, the follow- 
ing points should be considered in 
order to get the consumer viewpoint, 
Mr. Percy said: 

Is the product bought impulsively? 
Is there news value in the appeal? 
What is the dealer’s attitude toward 
the product? Does the display aim 
to change buying habits? How will 
it harmonize with the physical back- 
ground it is likely to have? 


What is the average space the win- 
dow will occupy? What is the ten- 
dency of dealers to put merchandise 
in front of it and what other mer- 
chandise is likely to be placed in the 
window with it? What are the com- 
petitive conditions in this medium? 

Mr. Percy advised advertising man- 
agers to merchandise their displays 
themselves through broadsides, call- 
ing on the salesmen for support but 
not permitting them to present the 
material. When expanding sales ter- 
ritories and introducing new prod- 
ucts, he recommended that displays 
be released in advance of publication 
advertising. 


“A window display can often be 
made to pull tremendously by the 
slight addition of a selling idea,” 
said Mr. Percy. 


“The display of the Prophylactic 
Brush Co. offering a jig-saw puzzle as 
a premium increased sales 400 per 
cent in a test campaign. The inter- 
esting feature of this was that the 
sale was consummated at the full 
price, whereas previous free deals 
offering an extra quantity of mer- 
chandise only overstocked dealers 
and resulted in more price cutting 
without moving merchandise.” 

The report of Dr. Miller McClin- 
tock, director of the Erskine Bureau 
for Street Traffic Research, Harvard 
University, which appears in detail 


NEW DIRECTOR 


Walter J. Daily, Refrigeration Di- 
vision of General Electric Co., 
elected a director of A. N. A. 


elsewhere in this issue, 
sented at this session. 


was pre- 


Radio Departmental 


Paul S. Ellison, Hygrade Sylvania 
Corp., presided over an evening radio 
departmental featured by discussion 
on interpretation of data on hours 
and program preferences released by 
Crossley, Inc. The running study, 
now three years old, is sponsored by 
the Association of National Adver- 
tisers and 17 advertising agencies. 


A. M. Crossley, president of Cross- 
ley, Inc., addressed the group, and 
was followed by Cliff Knoble, direc- 
tor of advertising, the Chrysler Corp., 
who told how the international sales 
conference of Plymouth dealers was 
staged by radio Nov. 1. 


Give Retailers’ Viewpoint 


Arthur H. Van Voris, I. Van Voris 
& Sons, advised keying national ad- 
vertising closely to local dealers’ 
promotion plans and sales conditions 
to avoid errors such as running copy 


Polk Census Ranks 


on Indexes of 


T PoLk ConsuMER CENSUS 
consists of over 80 indexes 
of magazine value. One pub- 
lisher bases his summary on 24 
indexes; another publisher on 30 


other “social front’”’ indexes are 
interesting. But in these days 
when so many people are 
‘broke’, and so many scared to 
spend, the big question is, “Who 


indexes. are buying today, 
True Story and what are they 
Magazine has just What the buying?” 
subscribed to the Polk Consumer How many 
Polk Consumer Census Is readers bought 
Census and em- The Polk Census is pri- radios within 
marily a study of markets; 


ployed the Wil- 
liam C. Keenan 
Research Organ- 
ization to analyze 
not selected in- 
dexes but all in- 
dexes. 

We have taken 


a study of the spending 
habits and purchasing 
power of one trading area 
versus another. 


True Story has subscribed 
to the four cities just com- 
pleted; namely, Fresno, 
Calif., Seattle, Wash., 
Columbus, Ohio, and In- 
dianapolis, Ind. 


the last twelve 
months? Wash- 
ing machines? 
Automobiles? 
Whose readers 
are buying high 
grade groceries, 
the premium 


this step because 
current publishers’ interpreta- 
tions of Polk data make little or 
no reference to a subject of vital 
importance to advertisers today. 
We refer to indexes of current 
spending power and current 
spending habits. 

The houses our readers own, 
the insurance they carry, and 


priced toilet 
goods—the soaps, dentifrices, 
etc... ? Our summary of all in- 
dexes enables you to give proper 
weight to this all important 
factor of current spending 
habits. Work is now proceed- 
ing on this tabulation. May we 
send you the summary when 
completed? 


True Story tirst 
CURRENT SPENDING 


First in Radios 
True Story families rank first in pur- 
chase of radios in last twelve months. 
True Story’s average (four 
cities) 25.09%. All other mag- 
azines 19.25%. 


First in Automobiles 


True Story first in purchase of auto- 
mobiles, new and used, within last 
twelve months. 

357% more True Story families 
purchased automobiles in the 
last year than readers of all other 
leading magazines. (8.98% of 
True Story readers—6.64% av- 
erage) (3 cities). 


First in Premium 
Priced Soap 


True Story families rank first in use 
of a premium priced soap. 

True Story families using Lux 
Toilet Soap 30.00%. Average of 
all other magazines 20.60% (one 


city). 


— are a few significant in- 
dexes of True Story’s ranking 
in current spending habits as re- 
vealed in a summary prepared 
for us by R. L. Polk, on mar- 
kets recently completed. 


It does not just happen that 
True Story stands so high. The 
reasonisthis:85%of TrueStory’s 
total circulation is sold over the 
newsstands.* Each month the 
purchasing power, and willing- 
ness touse that purchasing power, 
is rechecked by the repurchase 
of the magazine. 


August, Sept. — 1,668,000. Total 


[ * Average Newsstand sale for July, 
net paid 3rd quarter— 1,944,000. 


Phone or write our nearest 
office, for the complete Polk 
Summary. True Story Magazine 
420 Lexington Avenue, New 
York, N. 'Y.; Chicago, Boston, 
Detroit, San Francisco, Los 


Angeles, Seattle. 


— 
—— 


out of season, in the first address gt 
the Thursday morning session. 

He said most window displays 
were too large, and that they shoulq 
be the three-piece type, well litho 
graphed on heavy stock, with ease} 
backs, the center panel containing 
an illustration based on the use of 
the product. 

He approves window contests jf 
dealers compete in classifications 
based on population of towns. He 
thought it would pay to give each 
dealer entering $5, decreasing the 
amount of the prizes if necessary, 

He objected to booklets for store 
distribution and direct mail which 
do not bear the dealer’s imprint or 
which resemble a catalog. He en- 
couraged manufacturers to make 
sales literature interesting in terms 
of human experiences with the prod- 
uct, and said the only satisfactory 
kind of inexpensive direct mail is 
penny postage. 

Mr. Van Voris stressed the bene- 
fits of selling through exclusive deal- 
ers and said this policy is essential 
in the case of specialties requiring 
special sales efforts. 


Learn from Others 


“Putting new life into a business is 
often a matter of analyzing other 
successes and profiting thereby,” 
said Carl W. Priesing, general sales 
manager, the Wahl Company. He 
told how the marketing of the new 
Gillette razor had suggested ideas 
for the design and introduction of 
the new Wahl red top pencil and 
square leads. Backed by advertis- 
ing, the new products won quick suc- 
cess in a highly competitive market. 

Charles B. Dulcan, Sr., vice-presi- 
dent and general manager of Hecht 
Co., spoke on the metropolitan de 
partment store executive’s viewpoint 
of national advertising. 

He deplored the great loss in 
effectiveness of national advertising 
as a result of the inability of dealers 
to follow through, due to the manu- 
facturer’s neglect of retail education. 
He suggested national advertisers 
utilize as retailing laboratories cer- 
tain dealers willing to co-operate to 
determine necessary and effective 
educational practices. 

Allyn B. McIntire, vice-president, 
Pepperell Mfg. Company, said most 
manufacturers could profit through 
a better knowledge of retailing, and 
that he had facilitated this study in 
his organization by subscribing to a 
clipping service furnishing tear 
sheets of retailers’ advertising of 
Pepperell and competitive products. 


Urging Price Quoting 


Pointing out that there is compe- 
tition between national and retail ad- 
vertising, as well as between na- 
tional advertising of competitive 
products, Mr. McIntire advised na 
tional advertisers to include prices 
in their copy whenever possible, so 
as not to leave this interest-com- 
pelling advantage to competitive re- 
tailers. 

He advocated numerical concen- 
tration of retail outlets, maintaining 
that this policy, combined with in- 
creased advertising, would increase 
the manufacturer’s share of avail- 
able business, whether or not new 
business was created. 

J. Seward Johnson, of Johnson & 
Johnson, who was to preside at the 
Wednesday luncheon session was 
absent because of illness, Mr. Bris- 
tol officiating in his stead. 

Ralph Starr Butler, vice-president 
in charge of advertising, General 
Foods Corporation, took the adver- 
tisers to task for failing to acknowl 
edge their responsibility to deflate 
advertising costs by exercising dis- 
crimination in space buying. 

“What incentive is there for pub 
lishers to offer quality circulation,” 
he asked, “if advertisers never look 
farther than the first page of an 
A. B. C. report? And why shouldn't 
publishers strain every resource to 
obtain quantity circulation when ad- 
vertisers demand end figures and 
nothing else?” 


Up to Advertisers 


He said the voluntary rate reduc 
tions of the past year had demo: 
strated the honesty of publishers 
and the pressure operating to com: 
pel them to furnish whatever the 
advertiser wanted at the lowest pos 

(Continued on Page 7) 
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The SOCIAL REGISTER 


of 
AMERICAN BUSINESS 


A partial list of Imp A dverti: 


in The American Weekly 


during 1930, 1931 and 1932 


Alemite Corp. 
All-Year Club of Southern Calif. 
Affiliated Products Group 

Edna Wallace Hopper, Inc. 

Neet, Inc. 

Louis Poop Inc. 
Aluminum Cooking Utensil Co. 
American Hard Rubber Co. 
American Tobacco Co., The 
po cg os Co. 
Anheuser-Busch, Inc. 

Armand Company, The 
Association of American Soap and 

Glycerine Producers, Inc. 

A ion of Hawaiian Pineapple 


Canners 
Auburn Automobile Co, 
Babbitt, Inc., B. T. 
Bauer & Black 
Beech-Nut Packing Co. 
Bon Ami Company, The 
Borden Co., The 
manga Co. 
Brown & Williamson Corp. 
California Fruit Growers Exchange 
Cal. Lima Bean Growers Ass’n 
California Packing Corp. 
Carter Co., The William 
Chesebrough Mfg. Co., Cons’d 
Chrysler Cosponttion 
Church & Dwight Co. 
Clorox Chemical Co. 
Cluett, Peabody & Co., Inc. 
Coca-Cola Co, 
Colgate-Palmolive-Peet Co. 
uper Suds 
Palmolive Beads 
Palmolive Soap 
Congoleum-Nairn, Inc. 
Corn Products Refining Co. 
Corning Glass Works 
Coty, Inc. 
Dole Hawaiian Pineapple Co. 
Duofold Health Underwear Co, 
Eastman Kodak Co. 
Elgin National Watch Co, 
Enna Jettick Shoes, Inc. 
or one Corp. ~ 
eral Enameling & Stamping Co. 
Firestone Tire & Rubber 0. The 
Florida Citrus Exchange 
Frederics, Inc., E. 
Frigidaire Corporation 
General Cigar Co. 
General Foods Corp. 
Bran Cereals 
Calumet Baking Powder 
Diamond Crystal Shaker Salt 
ell-O 
Cabin Syrup 
Maxwell House Coffee 
Post Toasties 
General Mills, Inc. 
General Motors Corp. 
Chevrolet Motor Co, 
Fisher Body Corp. 
Oldsmobile 
Glemby Inc, The 
lemby Company, Inc., T 
Gold Du i 


ills Bros. 

Hinze Ambrosia, Inc. 
binger Co., The, 

Hudson Motor Car Co. 
Hump Hairpin Mfg. Co., The 

ent Co., The 
ell-Well Dessert Co. 
lohnson & Johnson 


lohnston Co., Robert A. 
aufmann Bros. & Bondy, Inc. 
Kellogg Company. 
Kleinert Rubber Co., I. B. 
Knox Gelatine 
Kolynos Co., The 
Kotex Compan 
Kraft-Phenix , Corp. 
Larus & Bro. Co. 
Leeming & Co., Inc., Thos. 
Lehn & Fink, Inc. 
Leonard Refrigerator Co. 
Lever Bros. Co. 
Rinso 


Lifebuoy 
L 


ux 
Lux Toilet Soap 
Libby, McNeill & Libby 
Liggett & Myers Tobacco Co. 
Luden’s, Inc. 
Luft Co., Geo. W. 
Mars, Inc. 
Mennen Company, The 
Model Brassiere Co. 
Mueller Co., C. F. 
National Biscuit Co. 
Northwestern ‘Yeast Co. 
Norwich Pharmacal Co., The 
Numismatic Co. of Texas 
Old Dutch Cleanser 
Park & Tilford 
Parker Pen Co., The 
Patent Cereals Co., The 
Pepsodent Co., The 
Pequot Mills 
Planters Nut & Chocolate Co. 
Pompeian Company, Inc., The 
Pond’s Creams 
Popular Mechanics Magazine 
Premier Malt Sa ‘ 
Procter & Gamble Co., The 
a Oats Company, The 
. J. Reynolds Tobacco Co. 
Salada Tea Company 
Schnefel Bros., Inc. 
Scholl Mfg. Compan 
Sears, Roebuck and Co. 
Selby Shoe Co., The 
Simoniz Mfg. Co. 
Smith & Sons Carpet Co., Alex. 
S. O. S. Mfg. Co. 
Spool Cotton Co., The 
Stanco, Inc. 
Standard Brands Inc. 
Chase & Sanborn’s Coffee 
Chase’& Sanborn’s Tea 
Fleischmann’s Yeast 
Royal Baking Powder 
Royal Gelatin 
Studebaker Corp. 
Swift & Co. 
Quick Arrow Soap Flakes 
Sunbrite Cleanser 
Texas Co., 
Three-in-One Oil Co. 
Union Oil Co. of California 
United States Rubber Co. 
Utica Steam & Mohawk Valley 
Cotton Mills 
Vanity Fair Silk Mills 
Vick Chemical Co. 
Wander Co., The 
Warner-& Co., Wm. R. 
Warren Corp., The Northam 
Warren Featherbone Co. 
Waterman Co., L. E. 
Watkins Co., The R. L. 
Westinghouse Electric-& Mfg. Co. 
Willys-Overland, Inc. 
Wright & Sons Co., Wm. E. 
Young, Inc., W. F 


What $16,000 buys 
in The American Weekly 


A full page in color more than twice the size of 

any other magazine page in the world . . . 5,500,000 

families at a cost of less than % cent per family 

. . . The attention of the entire family instead of 
a single buying factor. 


Show your 
OUSETRAPS~ 


to the World 


N times like these, the manufacturer who 
waits in the woods for the world to beat a 
path to his door, is a great optimist. 


But the manufacturer who shows his *‘mouse- 
traps’’ to the world keeps the smoke coming 
out of his chimney. 


To make sales in volume today the manu- 
facturer must reach buyers in volume and the 
magazine which has proved itself most effec- 
tive for that purpose is The American Weekly. 

Every Sunday this Mighty. Magazine crosses 
the threshold of 5,500,000 homes located in 
the richest buying areas of the nation—the big 
cities and the small towns as well. 


No other publication on earth offers such 
tremendous coverage or reaches as many 
people per advertising dollar. 


A color page in The American Weekly, swice 
as big as any other magazine page, costs $16,000. 


Divide that sum by 5,500,000 and you get 
an amazingly low figure, less than % cent per 
family reached. 


Advertisers who use this magazine get double 
action for their money. 


They get action from the dealer because he 
knows The American Weekly creates action 
with the consumer. 


The American Weekly gets action from its 
readers because it is the most interesting maga- 
zine in the world. 


Every issue contains something of extraordi- 
nary interest to every member of every house- 
hold it visits. 

People are interested in people and The 
American Weekly presents stories from the 


lives of actresses, society folk, kings and 
queens—their loves, their romances and their 
tragedies. 


For the more seriously inclined, it presents 
authoritative and informative articles on astron- 
omy, archaeology, religion, natural history, 
philosophy, biology, psychology. 

For the adventurous, tours are conducted 
to lands beyond the horizon where strange 
people live and love and die according to other 
codes and customs. 


Romance is served in absorbing serial novels 
from the pens of famous authors. 


Fashions, household hints and the culinary 
art—each is treated in these varied pages. 


That’s why every member of every family 
sees the advertising in The American Weekly 
and that’s why this magazine gets action when 
it shows your “* mousetraps”’ to the world. 


Where this Magazine goes 


The American Weekly 1s the largest magazine 
in the world. It is distributed through 17 great 
Sunday Newspapers. In 558 of America’s 995 
towns and cities of 10,000 population and over, 
The American Weekly concentrates 70% of its 
circulation. 

In each of 136 cities, it reaches one out of every two families 

In 105 more cities, 40 to 50% of the families 


In an additional 153 cities, 30 to 40% 
In another 164 cities, 20 to 30% 


. and, in addition, more than 1,750,000 families in 
thousands of other communities, large and small, regularly 
buy and read The American Weekly. 


Where can you spend your advertising 
dollar more effectively? 


ERICAN 


THEAM 


“The National Magazine with Local Influence” 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Parmouive Buvc., Cuicaco . . 
11-250 Genera Motors Bioc., Detroit 


5 Wintnror Square, Boston... 753 Bonnse Bras, Los Ancetes. .. 222 Monapnoce Bupc., San Francisco 
+ 1138 Hanna Bipc., Crsverann . . . 


101 Maruerra St., Artanta . . . Inreanationat Bipc., Sr. Lous 
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A New Method of Defining Trading 


Areas 


Dr. Miller McClintock, whose stud- 
ies of the traffic market, in behalf of 
the Association of National Adver- 
tisers and the Outdoor Advertising 
Association of America, have at- 
tracted wide attention, has developed 
information in this study which may 
help to solve the much debated ques- 
tion of the correct method of deter- 
mining trading areas. 

In mapping traffic flows, it has been 
found possible to show the point, at 
which the traffic stream flows most 
strongly in one direction; and as this 
is indicated for all trade arteries, 
the direction of the flow can be 
mapped in such a way as to define 
the areas within which a given mar- 
ket is predominant, as indicated by 
the volume of traffic flowing toward 
it. 

Inasmuch as most traffic has a com- 
mercial character, and is the result 
of buying or selling activities, traffic 
may be regarded as a basic index of 
retail trade. Consequently a map 
which pictures accurately the vol- 
ume and direction of traffic flows has 
a great many advantages as a graphic 
presentation of trading areas, as 
compared with any other method of 
determining the facts on this subject. 

The initial studies which have been 
made by Dr. McClintock and his as- 
scciates at the Erskine bureau of 
Harvard University have included de- 
tailed maps for Illinois and some 
other states, and the trading areas 
which have been defined by the use 
of this system have been remarkably 
accurate, from the standpoint of 


previous knowledge on the subject. 

It is unlikely that this method will 
upset any previously employed sys- 
tems, as far as final results are con- 
cerned, but it will probably develop 
significant variations in cases where 
new developments have not been 
properly emphasized in the definition 
ef trading areas heretofore. New 
arteries of traffic and trade, meas- 
ured as to the volume of traffic in- 
volved, will immediately indicate the 
result in terms of the changes in the 
trading areas thus influenced, pro- 
viding a prompt and accurate method 
of reflecting important changes in 
the direction in which retail business 
is moving. 

Newspapers may find this method 
as interesting as those directly con- 
cerned with the use of traffic maps 
in indicating the proper distribution 
of outdoor advertising effort, as it 
will tend to settle satisfactorily the 
problem of defining the suburban 
areas within which the newspaper 
circulates as part of its immediate 
trading area. 

The final results of the study which 
is being made by Dr. McClintock 
should be available in the near fu- 
ture, and will undoubtedly be given 
close attention by research men who 
have been concerned with the sub- 
ject of trading areas. While it is 
too much to hope that this method 
will be accepted as the last word on 
the subject, it has such great possi- 
bilities in this field as to justify the 
careful consideration of all market- 
ing authorities. - 


Some Businesses Should Not 
Advertise 


A great deal of effort is expended 
by publishers, agencies and others 
to convince business men that they 
should advertise. A great deal of this 
effort is wasted, for the reason that 
many of those at whom it is directed 
should not advertise, because they 
cannot hope to make advertising ex- 
penditures profitable. Advertising is 
not a panacea; it is not usable to 
advantage by every business enter- 
prise; and it is important to recog- 
nize the type of business which can 
definitely be classified as a non- 
advertiser. 

First of all, a company must have 
something worth while to offer, if it 
is to advertise successfully. Its 
product or service must render a 
benefit commensurate with its cost. 
It must be attractive to the public 
for which it is intended, whether this 
be a group of a few hundred indus- 


trialists, or millions of general con- 
sumers. 

Occasionally there have been ad- 
vertising successes which have in- 
volved the sale of products wnich did 
not offer a good value to the buyer. 
This means only temporary adver- 
tising success, for ultimately compe- 
tition catches up with such a situa- 
tion. Advertising must support a 
product which delivers full value to 
the consumer, if it is to function 
most successfully. 

The company which has a worth 
while product, which offers real value, 
and is attractive to the buyer, and 
which has an organization prepared 
to function so as to capitalize adver- 
tising effort, has an unusual oppor- 
tunity today. Those not in this classi- 
fication should plan either to change 
their characteristics or save the 
money involved in advertising expen- 
ditures. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the publishers sponsor- 


ing them, or through ADVERTISING 
AGE, 
No. 446. The Shadow of a Man, 


“There was once a Sacred Number, 
and its name was Eighty-five,” thi 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch. 
The true buying unit is The Family.” 
The attractive booklet contains re- 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. 


No. 447. A Survey of Beauty. 

To find out which cosmetics read- 
ers preferred, Modern Magazines sent 
questionnaires to 3,000 women who 
had previously written to the beauty 
editor. The preferences of the 661 
who replied, indicating types of cos- 
metics used and brands preferred 
are shown in tabulated form in this 
booklet. 


No. 448. “Who They Are;” “What 
They Own;” “What They Pay;” 
“Are They Buying Now?” 

This interesting booklet published 
by Cosmopolitan Magazine contains 
detailed information on the incomes, 
buying habits, magazine preferences 
and other pertinent subjects of con- 
sumers, based upon 123,197 personal 
interviews made by R. L. Polk & Co., 
with housewives in Pittsburgh, Co- 
lumbus and Fresno. The _ booklet 
contains a wealth of detailed infor- 
mation, and many valuable charts. 


No. 433. WLW—“The Nation's Sta- 
tion” 


This unusual envelope-folder 
might well be called “proofs,” since 
much of the material in it consists 
of facsimile reproductions of letters 
commenting on the results derived 
from commercial broadcasting over 
WLW, Cincinnati. Other interesting 
material in the folder gives WLW 
coverage and circulation, analyzes 
mail response to individual pro- 
grams, gives much valuable informa- 
tion about the station and outlines 
the services of the station’s sales 
promotion department. 


403. Increasing the Load. 


This is the second edition of a 
book issued several years ago by 
McCall Company and which proved 
a valuabie aid to marketers of elec- 
tric household equipment. The first 
edition reported in detail purchasing 
methods and sale practices of cen- 
tral stations and locations of their 
retail stores, believing this was war- 
ranted by the great volume of busi- 
ness done by electrical utilities. The 
present volume omits discussion of 
merchandising activities, but pro- 
vides a detailed listing of 4,290 cities 
and towns in which central station 
stores are located and the number of 
domestic lighting customers in each. 
Records are also provided for the 
5,086 cities and towns in which 
utilities maintain no stores. 


368. The Open Road for Boys Mag- 
azine Tells Its Story. 


This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazines’s policy of guaranteeing 
advertisers superior results. Alto- 
gether a unique and interesting 
analysis of the boy market—ex- 


tremely worth while sending: for. 


ieee 
—————, 


FOR FEMALE SOAP BOX ORATORS ONLY 


OR PR SIDEN 
. 


Cry. 
—Kayser Hosiery Advertisement, 


"Wear Kayser—you owe it to your audience." 


—_———— 


Voice of the Advertiser 


Bristol Gives Views on 
Individualized Copy 


To the Editor: The whole matter 
of adapting copy to the editorial key 
of the publications carrying such 
copy of necessity must depend some- 
what on the character of the basic 
advertising copy story. Certain prod- 
ucts would require very little change. 

In general, however, I strongly 
approve the idea of special copy to 
meet the editorial pitch of a publi- 
cation. It seems so logical as to re- 
quire little defense. The greatest 
argument against this has been the 
extra cost of special preparation for 
so much individual copy, but that 
may be answered by the average 
kind of a compromise whereby maga- 
zines can be grouped into certain 
classifications using the same copy. 

In such cases not many classifica- 
tions, for example, may be necessary 
and the cost factor should be unim- 
portant in view of the possible ad- 
vantage to be gained. 

It would undoubtedly involve an 
excessive cost to have separate ad- 
vertising copy for each individual 
magazine, in an attempt more nearly 
to tie in such copy with the editorial 
pitch of the magazine. That to me 
would be inordinate. The compro- 
mise suggested above would seem to 
meet that situation more fairly. 


LEE H. Bristor, 


Vice-president, Bristol-Myers 
Company, New York. 


* FF F 


Ferry-Hanly Also Staged 
G.O.P. Newspaper Service 

To the Editor: In your issue of 
Nov. 5, there appears an account of 
the distribution of the Republican 
full-page advertisements originated 
by Homer McKee. The matter is ot 
no great importance now, but I do 
feel that some mention should have 
been made of our newspaper service 
which, like that of Mr. McKee, was 
sponsored by the Republican National 
Committee and offered to newspapers 
throughout the country. 

I note that the article makes this 
statement, “But for the initiative of 
these three, there probably would 
have been no national newspaper 
campaign.” It may interest you to 
know that our series of advertise- 
ments was used by more than 500 
newspapers. Like Mr. McKee’s cam- 
paign, our effort, too, was based on 
a slogan which in our case was, “It’s 
an Elephant’s Job—No Time for 
‘Donkey-Business’!”’ 

Also, as in the case of Mr. McKee, 
the writer took the idea to Wash- 
ington, presented it to Mr. Hoover 
and obtained his approval of it. The 


same men whom the Republican Na- 


tional Committee sent into the field 
in behalf of Mr. McKee’s campaign, 
also presented ours to the news 
papers called on. 

As I say, the matter is of no great 
importance now because it might be 


charged that 


neither service was 


especially effective, judging by the 


result of the el 
that I have thi 


ection; however, as to 
s to say: 


Both services were used almost ex- 
clusively in the smaller town news- 


papers. 
until late in 
paign. 


Neither series was released 


the Republican cam- 


My feeling is that if either 


or both services had been handled in 
a way that would have permitted 
wide-spread publication, even though 
it entailed the sacrifice of some of the 


radio time, 


the result would have 


been more valuable to the Republican 


party. 


WALLACE J. FERRY, 
Ferry-Hanly Advertising Co., 
Kansas City, Mo. 


~~ 2 & 


NBC Comments on 


Price 


Announcements 


To the Editor: In connection with 
the policy of National Broadcasting 
Company in allowing price mentions 


in broadcasts, 


permission to use 


such announcements was not made 
conditional upon any shortening of 
commercial announcements, nor did 
we send out any regulations as to 


the maximum 
the maximum 


number of words o 
time allowed for such 


announcements. 

We do not believe that the actual 
length of a commercial announce 
ment is the determining factor of its 
acceptability to the radio audience. 


We believe it 


is the way announce 


ments are read which counts most, 


followed close 


ly in importance by 


the actual contents of the announce 


ment. 


While one or two accounts seem to 
have shortened their announcements 
since we permitted the mention of 
price, this is not so of the majority, 


and we feel c 


onfident that any al 


alysis which we might make of the 


length of sales 


talks before and after 


Sept. 12, when we first permitted 


price mentions 


on evening programs, 


would show practically no difference 

As to the increased effectiveness 
of radio advertising, I believe theré 
can be no doubt that for certail 
products to which price is an it 
portant sales factor, radio advertis 
ing has become far more effective 
So long as they were restricted from 
mentioning their big sales argumett, 


advertisers of 


such products were 


not able to get the full value out 


radio. 


E. P. H. JAMES, 


Sales Promotion Manager, National 


Broadcasting 


Co., Inc., New York. 
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Liberty Completes“White” Surveys 
of Reader Interest In 3 Big Weeklies 


27th week brings total sample to size 
reached by Dr. Gallup in 1931; Greater 
Reader Interest in Liberty than in any 
other weekly now proved beyond all 


doubt by most comprehensive investiga- 
tion ever attempted to find out how many 
“Readers” actually see and read your ad- 
vertisements and our stories. 


20,000 Calls .. 4,050 Thorough Interviews .. 25 Cities .. 27 Successive Issues 


© Average of 240,000 MORE real, SEEN circulation found for each 
advertising page in Liberty. 
®@ On a dollar basis—thanks to Liberty’s lowest-of-all-magazines rate 
—this advantage grows beyond 600,000. 


© Average of 200,000 more of its readers found to read each editorial 
feature in Liberty. 
© 90% of Liberty’s breadwinners found employed. 


Liberty, with less than 1% subscription circulation, 99 
 t—- = to select each ood Rew with money in their ha. anda on willing to spend it. 


What Are YOU Going To Do About It For 1933? 


What This Means 
to Advertisers 


OU know how much circula- 

Y tion you're buying. But do you 
know how many “‘readers’’ act- 
ually are seeing and reading your 
ads? What more important question 
can you ask about your advertising, 


today ? 
Why? 

Since pre-war days, magazine circu- 
lations have gone up 30 million. 
Newspaper circulations have grown 
14 million. Movies now entertain 
90 million a week. Radio makes 
life pleasanter for 14 million fami- 
lies. Automobiles (they still run 
‘em, even if they don’t buy ‘em!) 
take 40 million out on the road on 
Sundays and pleasant evenings. 
“And the Day is Still Only 24 
Hours Long!”’ 

As an advertiser spending money 
in magazines, newspapers or radio, 
you are entitled to ask, “‘How can 
my prospective customer read or 
listen as thoroughly as he used to? 
How can I expect my advertising to 
get the same attention that it used 
to? What can I do to make my advertis- 
ing dollar get its dollar's worth today?”’ 


Answer 


As the magazine with the second 
largest weekly circulation inAmerica 
—the magazine, 99 per cent of whose 
readers (an all-time publishing re- 
cord) buy their copies at full price 
from the newsdealer when they want 
toread it, rather than getting it at 
a bargain subscription price every 
single week because the publisher is 
scheduled to send it—that magazine, 
Liberty, has attempted to find an 
answer to your question. 

In the summer of 1931, Dr. 
George Gallup, then Professor of 
Journalism and Advertising at 
Northwestern University, was en- 
gaged to ring doorbells in 6 cities 

uring 6 weeks. He was to find 
men and women having current 
issues of the three big weeklies. 
Then to make a ow 3 count of 
the things that they had seen and 
read. 

Some 20,000 calls were made, 
nearly 4000 thorough interviews ac- 
complished. 


In May of this year, Percival 
White Incorporated was appointed 
to follow the same procedure. Cover- 
ing a relatively small sample each 
week, the White staff checked 27 
consecutive issues, visited 25 cities 
from Easton to Evanston. With the 
27th week they exceeded Dr.Gallup’s 
total of 20,000 calls and 4000 thor- 
ough interviews. 


These represented not one, but 
literally 27 separate and distinct 
investigations. 


Now the answer has been proved 
beyond all shadow of doubt. Out 
of the 27 studies, no less than 23 
told the same story. The same story 
found a year ago for 6 out of 6 
weeks by Dr. Gallup. 

All advertising pages in Liberty 
have averaged— 

17 per cent more attention from 
men readers (that’s 17 per cent 
more real circulation) 
20 per cent more attention from 
women readers 
than the advertising pages in the 
second weekly— 
35 per cent more attention from 
men readers 
58 per cent more attention from 
women readers 
than the advertising pages in the 
third weekly. 


Which means that advertising 
pages in Liberty (going 99 per cent 
to readers who bought that issue to 
read it) actually reach a quarter 
million more real, seen circulation 
than in any other weekly even in 
the face of a larger ‘‘printed’’ circu- 
lation for one of them. 


Regardless of Cost 


And because Liberty's rate, priced 
for the times, is lower than that of 
any other major magazine, your 
appropriation will buy more adver- 
tisements in Liberty. Add the real, 
seen circulation of these extra adver- 
tisements to your basic greater reader 
interest. You find that the price of 
a page in the second weekly may 
buy you 600,000 more real, seen 
circulation in Liberty than in the 
second weekly. The price of a page 
in the third weekly may buy you 


ea 
George Gallup, Ph. D. 


Cities 
GALLUP: 
Columbus, Topeka, Sioux Falls 
WHITE: 
Buffalo, Niagara Falls, Lockport 
Rochester, Erie, Pittsburgh, 
Bethlehem, Allentown, Easton 
Kingston, Poughkeepsie, Albany, 
Detroit, Flint, Jackson 
Detroit, Detroit, Brookline, 
Arlington, Framingham, Springfield 
Madison, Evanston, Aurora, 
Cleveland, Hartford, Danbury 


Adequacy of Sample 


And validity of results are shown below by comparison of 6 week averages with 
other and with 6 week average of similar survey conducted in 1931 by 


Pct. Noting Average Advertising Page 


Springfield, Philadelphia, Greensboro, 


Weekly A WeeklyB 


60% 49% 41% 
66% 58% 50% 
74% 61% 48% 
65% 59% 48% 
69% 56% 46% 


77% 68% 58% 


copy by co 


1,300,000 more real, seen circulation 
in Liberty than in the third weekly. 


Selected Buying Power 
This Liberty circulation is buying 
circulation. When a man loses his 
job—or is afraid that he may lose 
it—he stops buying whatever he 
doesn’t have to have. He is likely 
to stop buying magazines. But if 
he has Panne By your advertise- 
ments keep right on coming to 
him. Your appropriation, just to 
that degree, is wasted. Liberty's 99 
per cent copy by copy type of cir- 
culation automatically tends to se- 
lect today’s buying public from the 
shifting tides of unemployment. No 
wonder that the Percival White Inc. 
investigators—in face of present 
conditions—found 90 per cent of the 
heads of current Liberty reading 
families currently employed ! 


How They Read It! 
Liberty is the only great weekly 
established since the War. Editor- 
ially it has been in tune with mod- 
ern tastes. It deals with the same 
type of material common to all 
weeklies: Current events. Fiction. 
Humor. But it presents its mate- 
rial in a dramatic, human, concise 
style. It is keyed to modern, fast, 
crowded living. 

The average editorial feature in 
Liberty, according to Percival White 
Incorporated’s 27 counts of what 
“readers’’ really read, enjoys the 
reading of 

—1l4 per cent more persons 

than in the case of the second 

weekly, and 

—36 per cent more persons than 

in bi cee of the third weekly. 

Add this more avid editorial 
interest to Liberty's modern me- 
chanical make-up. Here all adver- 
tising is alternated with complete 
editorial features. It is never buried 
back in a ‘‘run-over’’ section. No 
wonder Liberty's margin of adver- 
tisement attention is even greater 
than its margin of editorial reading! 


What Are You Going to 
do About It? 


These are difficult times. But they 
have brought many of us back to 
an appreciation of fundamentals. 


One of them is that:—advertising 
is the mul ame of sales im- 
pressions. The value of your adver- 
tising is directly proportionate to 
the number of impressions it makes. 

What advantage can any other 
magazine offer to your advertising 
budget today...... in compari- 
son with the range of 600,000 to 
1,300,000 more sales impressions 
that your appropriation can buy here? 

Refuse to let tradition founded in 
another age blind you to the facts 
developed by the needs of a newer 
day. Write for the Percival White 
Report of Reader Interest in the 3 
Big Weeklies. Without obligation, 
of course. Liberty Research = 
ment, 420 Lexington Ave., N.Y. C. 


sale, automatically 


MORE COMMENTS 


About The White Reader 
Interest Surveys 


Commended 

**You are to be commended in your 
efforts to find another factor that 
will be of help in determining the 
value of a publication." 

@ H.R. Baytez, 

Research and Media Director, 
Brooke, Smith & French, Inc. 


Removing Speculation 


“The survey work which you have 
undertaken to secure the attention 
value of magazine advertisements is 
certainly a step in the right direct- 
ion. If more constructive work 
along this line was carried on it 
would be a great aid in removing 
the speculation element in adver- 
tising.”’ 
@ Pau M. Cramer, 
Director of Research, 
Campbell-Ewald Company, Inc. 


Benefit 


“I am following the sequence of 
this idea in Advertising Age, as 
well as a similar thought in Print- 
ers’ Ink, andI am certain that all 
advertising men, regardless of where 
they may be located or the com- 
Seay d of their problems, cannot 
elp but take benefit from efforts of 
this nature.”” 
@ R. P. Dopps, 
Advertising and Publicity Manager 
The Insulite Company 


Welcome 
*‘Arybody who has anything to do 
with advertising should welcome 
anything that promises to diminish 
the guesswork, speculation and 
personal prejudice that too often 
enter into the preparation of adver- 
tising.”’ 

@ Harry T. Mitcuett 
Advertisers Incorporated 


Excellent Work 
*‘We are interested in the reader in- 
terest checks you are making every 
week on the advertisements in the 
three big weekly magazines and 
think it an excellent piece of work 
on your part." 

@ D. K. Newe.t 

Advertising Manager 
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smokers want a WITAG awe 


tet Lipps 


Advertiser: Chesterfield 
Agency: Newell-Emmett 


Space: 
Altention Value: 40% better 
than average page 


Advertiser: Pillsbury Flour 
Agency: Dollenmayer Adver- 
tising Agency, Inc. 
Space: Back Cover 
Attention Value: 36% better than 
average page 


Advertiser: Pillsbury Flour 
Agency: Dollenmayer Adver- 
tising Agency, Inc. 
Space: Back Cover 
Altention Value: 34% better than 
average page 


The thrifty answer bo. “May! 


drain that Summer worn oil?” 


Hanff-Metzger, Inc. 

? 4-Color 2nd Cover 
Attention Value: 32% better 
than average page 


Rows int her checks 


P and health ix every fooltep! 
A See baetaes 


en, Cone men cann 


Advertiser: Pann Soup 
Agency: co allis Armstrong 
‘o. 
Space: 4-Color Page 
Altention Value: 28% better than 
average page 


The Allen-A Company 
Per Cent of Extra 
Persons Noting 
Ov. Ov 
Second Third 
WwW Weekly 
Ww. 6% eo 
27 weeks 
to date 18% 44% 
(Average of White surveys) 


Average Page Advertisement in Liberty 


Projection of 
Extra Volume of 
Persons Notin 


er er 
Second Third 
Weekly Weekly 
187,373 650,642 less 
270,609 217,691 


LI B E RT . oe « e GREATEST MAGAZINE ADVERTISEMENT CIRCULATION IN AMERICA 


LIBERTY 
Weekly A 


NOV. 5 


Weekly B 


OCT. 29 
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CO-ORDINATED 
EFFORT BOOSTS 
STOKELY SALES 


Canners Build National 
Market in 3 Years 


(Picture on Page 20) 


Louisville, Ky., Nov. 17.—Entering 
the national market with an un- 
known brand name just three years 
ago, Stokely Brothers and Company, 
Inc., Louisville, packers of canned 
vegetables, have created an enviable 
position in the trade through a closely 
co-ordinated program of magazine, 
newspaper and radio advertising and 
an unusual merchandising plan for 
retail outlets. 


The backbone of the merchandising 
plan is the promotion of “Stokely 
Week,” during which the entire line 
of 28 canned vegetables is featured 
in retail stores, and special efforts 
are made to sell the complete line. 
This method of merchandising re- 
cently resulted in sales of 28,750 24- 
can cases of Stokely products by one 
chain store organization in a week, 
while several chains have achieved 
25,000-case weeks without difficulty. 

Although Stokely Brothers and 
Company is one of the largest can- 
ners of vegetables in the country, 
and was organized in 1898, the firm 
name was totally unknown to the 
general public until five years ago, 
when the company first decided to 
abandon its policy of selling private- 
brand merchandise only, and 
launched a line of products under its 
own label. 


Start National Advertising 


For the first two years what adver- 
tising was done was localized in 
Louisville and in the southern states 
where satisfactory. distribution -for} 
the line had been obtained. 

National advertising was begun 
three years ago, when there was still 
practically no distribution of the 
Stokely line under its own name 
north of the Ohio or west of the Mis- 
sissippi, and although the product 
entered a narrow-margin market 
already crowded with competition, 
at a time when prices were steadily 
falling, the company has achieved a 
constant annual increase in volume 
of sales. 

At the present time national adver- 
tising activities include color pages 
in Ladies’ Home Journal, Woman’s 
Home Companion, Good Housekeep- 
ing and Holland’s Magazine; Sally 
Stokely electrical transcription pro- 
grams on 20 stations, reaching prac- 
tically from coast to coast, and small 
newspaper space in approximately 35 
metropolitan dailies, mainly devoted 
to merchandising the radio pro- 
grams. 

The company maintains only five 


salesmen, whose efforts are concen- 


“MAN BITES A DOG" 


STORY 


Frigidaire Corporation set a new 
this week when Elmer D. Kruse, advertising promotion manager of 
“Chicago Tribune," was awarded first prize—a new Cadillac—in 
the recent sentence building contest sponsored by the refrigerator 
company. Mr. Kruse is shown, flanked by R. G. Tiffany, general 


manager of Cadillac's Chicago 


Chicago general manager for Frigidaire. Fourth 


= — 


precedent in contest prize awards 


branch, and Lowell McCutcheon, 
rize in the same 


contest went to Nelson B. Wells, contributing editorial writer for 
“Quincy News," Quincy, Mass. 


trated on the larger outlets in the 
grocery field, mainly chain store sys- 
tems and wholesale grocers. 
Although the company does not 
sell exclusively to chains, its success 
in promoting “Stokely Week” sales 
in co-operation with these outlets is 
unusual. 
Hold Sales Meetings 


In advance of the intensive week’s 
drive, sales meetings are held for the 
stores’ personnel, at which the men 
are taught how to install impressive 
volume displays of the company’s 
products and to sell a special case of 
the 28 varieties instead of a single 
ean. Since these meetings were 
started at the beginning of Sep- 
tember, over 100 have been held in 
various sections of the country, with 
attendance averaging from 125 to 135. 

Clerks are impressed with the im- 
portance of using the simple three- 
point sales talk for Stokely products: 
the gold enamel-lined cans, the Good 
Housekeeping seal of approval, and 
the fact that the salesman himself 
has tried the products and can per- 
sonally guarantee them. 

The special gold-enamel lining used 
in Stokely cans is prominently fea- 
tured in all copy, the company claim- 
ing that the special treatment pre- 
serves the taste and odor of fresh 
vegetables, and that “no tin can 
touch our vegetables.” 


Use Dealer Helps 


“Stokely Week” is ushered in with 
Stokely banners over the door, an 
impressive massed display of Stokely 
products, white caps with the Stokely 
name on clerks,.and special cards 
featuring the products. 

Display cards used frequently con- 
tain the names of other advertised 


Pn Te  ltel 


not the easy-money crow 
them. 


Scribnerites need a lot of things and they buy them. They are 


ce you sell them, their word of mouth 
dation is worth a page in the Saturday Evening Post any day. 


the habit of economy is not new to 
recommen= 


products in addition to the Stokely 
name; one lists “Stokely Honey Pod 
Peas, Quaker Oats and Ry-Krisp,” 
thus giving the dealer an opportunity 
to feature other non-competitive 
items during the week. 


Labels used on Stokely products 
contain a line asking the consumer 
to tear off the label and refer to the 
other side, which contains a coupon 
to be used in writing for recipes. 
The labels are keyed, so that a record 
may be kept of inquiries from this 
source. 


Gardner Advertising Company, St. 
Louis, handles the Stokely account. 


NEWS FEATURES 
USED BY SMITH 


(Picture on Page 20) 


Poughkeepsie, N. Y., Nov. 17.— 
Capitalizing on newspaper editorial 
services of unusual interest, Smith 
Brothers began a newspaper cam- 
paign in more than 100 cities this 
week through Hommann, Tarcher & 
Sheldon, Inc., New York. 


The copy slant is based on a plan 
for making small space effective. In- 
sertions of 50 lines are being used 
with bold headlines reading, 
“Weather Report’, “Personal”, 
“Lost” and “Found.” Tests have in- 
dicated that these headlines have ex- 
traordinary pulling power when used 
in positions where the editorial serv- 
ices are never carried. 

The various advertisements in the 
series will be repeated at long in- 
tervals. The punch of the novelty 
would be lost, it is believed, if the 
reader’s memory carried over be- 
tween insertions of the same adver- 
tisement. 


A space is left below the heading 
of the “Weather Report” advertise- 
ment for the newspaper to insert its 
regular copy on this subject. The 
text continues: “In winter weather 
you need protection against coughs! 
Take a Smith Brothers Cough Drop 
the minute your throat feels ‘funny’. 
Two kinds—both delicious—Black or 
Menthol. 5c.” 


The same copy idea is also being 
used in a national car card cam- 
paign. 


U&U Executives Shift 


Paul Youngman has been trans- 
ferred from the New York office of 
Underwood & Underwood to the New 
England office, Boston. Lawrence 
Farwell, formerly with General Elec- 
tric Co., has been named manager of 
the New Haven office of the company, 
succeeding John R. Taylor, who will 
head the recently opened Cincinnati 
office. 


BATTEN ASSAILS 
RACKETEERING 
IN ADVERTISING 


Warns A.N.A, Public is Los- 
ing Faith in All Copy 


Atlantic City, N. J., Nov. 16.— 
Warning his hearers that there is 
“very clear evidence that the public 
is beginning to lose its faith in ad- 
vertising,” H. A. Batten, vice-presi- 
dent, N. W. Ayer & Son, today made 
the bold assertion before the Asso- 
ciation of National Advertisers that 
“if advertising is once discredited we 
will have an industrial crisis in this 
country which will destroy at one 
stroke all that has been so laboriously 
built up during the last 50 years.” 

Admitting that the greater part of 
advertising is sound, Mr. Batten 
pointed out that all advertising 
suffers from copy which contains un- 
truthful, exaggerated, or predatory 
copy, because public faith in all ad- 
vertising is thus destroyed. 

“If advertising fails to create be- 
lief—if for some reason the public is 
not convinced that it will get value 
for its money—then all the space and 
all the color and all the trick head- 
lines in the world won’t make them 
buy your merchandise,” he declared. 

“Sincerity is one of the first 
requisites of good advertising. <A 
true story, well and ably told, will 
sell goods.” 


Built on Honesty 


“Let us stop for a moment and try 
to imagine what would happen if this 
great power of advertising were to 
break down—if people lost confidence 
in advertisements and refused to be- 
lieve what they told them,” Mr. 
Batten continued. “Advertising has 
been built upon a rock—the rock of 
honesty and integrity. The reason 
I am here today is because I think 
that rock is in danger. There are 
cracks in it; it is beginning to be 
broken up and undermined.” 

Pointing to the success of the 
many publications whose primary 
editorial forte is to ridicule advertis- 
ing; the formation of an independent 
research organization designed to 
supply consumers with facts about 
advertised products; the recent stage 
success in New York which ridiculed 
agency procedure; and the talk of a 
Federal censorship on advertising as 
symptoms of a growing public dis- 
trust, Mr. Batten contended that in 
spite of all this, it is safe to say that 
seven-eighths of present day adver- 
tising is soundly and effectively per- 
forming its natural functions. 


Public Judges by Worst Examples 


“But there is certainly something 
wrong with the remainder,” he con- 
tended. “It is that remaining eighth 
which grows like an ugly tumor on 
the body of American advertising. 
And by the workings of human 
nature, it is that eighth by which the 
public judges and condemns the 
whole.” 

The philosophy of the “advertising 
racketeer,” as Mr. Batten termed un- 
ethical advertisers, is that copy of 
this nature pays, he asserted. 

“TI deny emphatically that this kind 
of advertising ever really does pay,” 
he declared. “The most conspicuous 
examples of it have been sponsored 
by a few large advertisers who carry 
tremendous schedules. I maintain 
that if that money had been spent in 
telling an honest story and telling it 
well, they would have had far better 
results. 

“And as for the little fellows who 
rush to imitate them, they have 
simply sacrificed their own individ- 
uality, their own characteristic sales 
story, without sharing any of the 
benefits of complete coverage which 
the big advertiser enjoys. 


“IT say that if you have the brains 
and the imagination—and good ad- 
vertising cannot be produced without 
a supply of both—you can sell your 
product and sell it hard, and you 
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won't have to go outside the produg 
itself in order to do it.” 


It’s All Unnecessary 


Pointing out that agencies ar, 
equally liable for the wave gy 
“racketeering” copy, except in cages 
where the client “persists in regarg. 
ing his advertising as a sort of pep. 
sonal plaything,” Mr. Batten ep. 
tinued: 

“The ironical and pathetic aspect 
of all advertising racketeering jg 
that it is so unnecessary. Every 
product worthy of being sold in the 
national markets at all has certajp 
very definite sales advantages jp. 
herent in it. There is a story jp 
every advertising account, and 4 
good advertising man can get it out.” 

Mr. Batten concluded his stinging 
indictment of “racketeering copy” 
with a plea for the co-operation of 
all national advertisers in an effort 
to prevent further misuse of this 
sales weapon. 

“Let American industry turn its 
face against bad advertising,” he 
said. “Let every executive whose 
business is to pass upon advertising, 
assume as his personal responsi. 
bility the task of keeping that ad 
vertising up to a definite standard, 


Code for Advertisers 


“Let him ask himself, before he 
puts his initials on a single adver. 
tisement, whether that advertise 
ment says anything that he. could 
not say face to face, and in person, 
to the woman who buys his product; 
whether it contains anything that 
he would not want to discuss at din- 
ner before his wife and children; 
whether he would want it to appear 
in a personal letter on the firm’s let- 
terhead; or whether it contains any- 
thing which to a reasonable person 
would seem untrue, or improper or 
just downright silly. 

“There are many firms in America 
today that have spent millions of dol 
lars in advertising to build up their 
standing and their markets. That 
money is an investment—just as 
surely as though it had been spent 
on machinery or raw materials or 
equipment. Surely it is not good 
business to imperil that investment 
by misusing the power that built 
it up.” 


Terrell McCarty Heads 
Pacific Agency Group 


Terrell T. McCarty, president, Me- 
Carty Co., Los Angeles, has been 
elected president of Pacific Associa- 
tion of Advertising Agencies, suc 
ceeding Louis Honig, president of 
Erwin, Wasey & Co. of California. 
Other officers are: 

Dana Jones, president, Dana Jones 
Co., secretary-treasurer; Bert Coch- 
ran, McCann-Erickson, Seattle, first 
vice-president; Joseph Gerber, Ger- 
ber-Crossley Agency, Portland, Ore. 
second vice-president. New directors 
are K. C. Ingram, Lord & Thomas, 
San Francisco; Chet Crank, Los Al 
geles; Leon Livingston, San Fran- 
cisco, and Mr. Honig. 


Druggists Advertise 
Medical Profession 


Cunningham-Economical drug 
chain, Detroit, is using large space 
in Michigan dailies for a series 
advertisements describing the medi- 
cal profession as “the only indis 
pensable one on earth.” 

Copy carries no sales argument, 
and each advertisement is approved 
by Wayne County Medical Society, 
whose seal is included in the adver 
tisement. 


Arnold Begins Study 
of Radio Audiences 


Arnold Research Service, New 
York, has announced the beginning 
of a comprehensive study to secure 
information on radio audiences, pro 
grams and stations heard, radios i2 
use at certain hours, ete. Field work 
has already begun, and preliminary 
reports will be available Jan. 1. 

The survey will be available, with 
out charge, to national advertisers 
advertising agencies, radio stations 
and broadcasting companies. 


Van Volkenburg to CBS 


J. L. Van Volkenburg, formerly 
director of radio for Batten, Bartol, 
Durstine & Osborn, Chicago, ha 
jeined Columbia Broadcasting SY* 
tem as commercial manager 
KMOX, St. Louis. 
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‘QUEER ETHICS’ 
HAMPER SALES, 
GILES BELIEVES 


New York, Nov. 16.—Addressing 
the Sales Executives Club of New 
York last week, Ray Giles, partner 
in the Blackman Company, defined 
“The Most Important Sale of Them 
All” as the sale of the idea to man- 
agement that business must be built 
from the consumer standpoint. 

“We have heard a good deal re- 
cently of the need for sales-minded 
chief executives,” he said, “but it is 
more important that management be 
consumer-minded first. Particularly 
in big companies, there is a marked 
tendency for executives to lose con- 
tact with consumers. 

“If we had a business dictator for 
this country, he should compel the 
heads of businesses to live two 
weeks a year in a public automobile 
camping ground or in a lower middle 
grade boarding house, to clerk two 
weeks a year in a middle grade store 
selling their products, and to live 
two months a year with their fam- 
ilies on an income equal to the aver- 
age income of the users of their 
products. 

“Manufacturers and their retailers 
err in thinking all the customer 
wants is goods on which they are 
forced to lose money. What he does 
want is honest value and some assur- 
ance of getting it when he goes to 
buy. 


Wide Divergence in Merchandise 


“The consumer was never more 
perplexed than he is today. He sees 
merchandise (which he cannot tell 
apart) at widely different prices. 
He wants light on subjects such as 
why a $2.50 shirt is worth twice as 
much as a $1.25 shirt, as he can 
hardly tell one from the other. 

“His wife is just as bewildered 
when she goes to buy such necessi- 
ties as hosiery. Some hosiery manu- 
facturer could win her gratitude by 
explaining how to judge a pair of 
stockings. 

“In Liggett’s drug stores there are 
two kinds of bay rum in bottles of 
identical size and shape, but one 
costs twice as much as the other. 
The labels point out no differences 
and the odor gives no clue. The 
saleswoman had no factual explana- 
tion for the different prices. Now 
what is the consumer going to do in 
a situation like that?” 

Mr. Giles said the fear of being too 
technical or of tiring the prospect 
cheated consumers of much informa- 
tion for which they were actually 
searching, and that dealers are posi- 
tively hungry at times for facts to 
pass on to their customers. Manu- 
facturers could easily prove the lat- 
ter fact, he said, by checking up on 
the selling stories told by their deal- 
ers and noting how varied and un- 
truthful they were. 


Consumer Loses Faith 


“The consumer has been disillu- 
sioned the past three years,” de- 
clared Mr. Giles. “He has lost the 
faith he once had in certain dealers 
because they have betrayed him by 
selling him shoddy. Unbelievable 
claims and desperate selling tactics 
have cost some of the confidence he 
once put in advertising. 

“Putting the consumer first often 
solves problems in selling and adver- 
tising. Taking products like shoes, 
luggage, cigars and automobile tires, 
I think we exhibit a queer kind of 
ethics in holding to the belief that 
we must not knock competitors, even 
the shoddy gyp manufacturers, be- 
cause it may hurt the industry as a 
whole. 

“Here we are all wrong. The gyp 
Manufacturers are already hurting 
the industry as a whole by lowering 
consumers’ respect for it. If we are 
building from the customer’s stand- 


Point, we will show him the differ- 
ence between good and bad merchan- 


dise, and he will thank us for do- 
ing so. 


“Acting for a client who manufac- 


were able to restore a normal profit 
by explaining in our advertising the 
difference between good ane cheaply 
constructed luggage. We also sup- 
plied dealers with cut away parts 
taken from poor luggage and the lug- 
gage made by our client. ‘rhus for 
the first time the dealer had some- 
thing definite to pass on to help the 
consumer get real value. 

“I think this is an example of in- 
telligent competition directed at the 
low grade manufacturer who may be 
competing with you. If we are serv- 
ing the consumer, we are not afraid 
to expose any competition which is 
turning out poor goods.” 


Dorsey to Criterion 


J. Franklin Dorsey, formerly vice- 
president and general manager of 
Nordhem Service, Inc., New York, 
has joined Criterion Advertising Co., 
Inc., New York, as vice-president in 
charge of the bakery division. 


Named for Clothing 


Advertising of Levy Brothers & 
Adler, Rochester, N, Y., men’s cloth- 
ing, has been placed with W. I. 
Tracy, Inc., New York. 


Market “Appeteasers”’ 


National Biscuit Co., New York, 
is introducing a new cracker, Appe- 
teasers, to be packed in tin cans. 


FREE SPEECH’ 
IS FEATURE OF 
ALN. A. MEETING 


(Continued from Page 2) 


sible cost. Now, he declared, the 
next move is up to advertisers. 

“If such things as premium-bought 
circulation, combinations, extra-terri- 
torial newspaper circulation and bull- 
dog editions are the evils they are 
said to be, why do you accept them 
complacently?” was his parting 
query. 

Bennett Chapple, American Roiling 
Mill Co., recommended world-wide 
advertising in behalf of peace, sup- 
ported by all business interests, de- 
claring the saving in taxes if war 
was abolished would support the big- 
gest campaign in history and still 
leave a tremendous profit. 

“Eighty per cent of federal taxes 
are due to past wars and protection 
against future conflicts,” he said. 
“We are giving three months of our 
earning capacity each year for 
taxes.” 


To prove his theory sound, Mr. 
Chapple pointed to results from ad- 
vertising to build combative psychol- 
ogy during the world war. 

Mr. Chapple also held the gavel in 
the industrial departmental Thurs- 
day afternoon. Ernest M. Oswalt, 
Campana corporation, was chairman 
of the drug group, and P. J. Kelly, 
B. F. Goodrich Rubber Company, 
presided over the sales problem de- 
partmental. 

Hugh Bancroft, publisher Wali 
Street Journal, the first speaker at 
today’s session, asked the associa- 
tion as individuals to join in the 
movement to decrease the cost of 
government. While fundamentals 
making for business improvement 
have been on the upgrade since July. 
he said, lowering of taxes remains 
the major step in restoring purchas 
ing power. 

“Business must now be planned on 
the basis of what is good for the 
consumer and not what may seem 
temporarily good for business,” Paul 
S. Willis, vice president, Comet Rice 
Co., declared. 

Describing factors responsible for 
the growth and decline of private 
brands in the grocery field, he said 
the consumption of nationally adver- 
tised goods has been increasing rap- 
idly since January. Whereas retail 
advertising in September, 1930, fea- 


tured private and national brands 
equally, a survey of September, 1932, 
advertising revealed that national 
brands were receiving twice the 
space given to private brands. 

In a brilliant valedictorian ad- 
dress, which appears elsewhere in 
this issue, Mr. Bristol put his finger 
on advertising’s sore spots, dwelling 
at length on the evils of the com- 
mission system of agency compen- 
sation. 


Chet Crank Has 
Own Agency Business 


Succeeding to the business which 
emanated from the Los Angeles office 
of Botsford, Constantine & Gardner, 
of which firm he was vice-president 
for three years, Chet Crank has 
founded his own agency at Union In- 
surance Bldg., Los Angeles. 


Mr. Crank is a director of Pacific 
Association of Advertising Agencies 
and chairman of the Los Angeles 
chapter. 


Addison Vars Injured 


Addison F. Vars, president of the 
Buffalo advertising firm bearing his 
name, was seriously injured Nov. 11 
when the car in which he was riding 
collided with a street car. He sus- 
tained a concussion of the brain, a 
fractured left knee and two broken 
ribs. 
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“WHERE TO BUY IT 
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tured high grade leather goods, we 


advertisers and sectional manufacturers alike. 
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Don’t subject your prospects to a sales-barrage from competitors. 
You can avoid this by listing your local dealers (names, addresses 
and telephone numbers) under your own trade name in the “Where 
to Buy It” pages of the classified telephone book. 
“Where to Buy It” has demonstrated its effectiveness to national 
Included in the list 
of “Where to Buy It” users are such names as: Stromberg-Carlson, 
Goodrich, Raybestos, Addressograph, Buick, General Electric (refrig- 
erators), and Libbey-Owens-Ford. 
Whether your distribution is national, sectional, or spotty, “Where 
to Buy It” can follow it exactly. This service is available in directories 
serving 25,000 separate cities and towns. 
Ask your advertising or sales counsel for full information—rates, 
dealer tie-ups, etc. Or write or telephone: Trade Mark Service Mana- 
ger, American Telephone and Telegraph Co., 195 Broadway, gem 
New York (EXchange 3-9800) — or 311 West Washington [ 
Street, Chicago (OFFicial 9300). 


“Where to Buy It” definitely links your dealers with your trade name 
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ADVERTISING AGE 


November 19, 1932 


ADVERTISING OF 
CONSUMER PRICE 
STIRS PROTESTS 


Standard Sanitary to Continue 
New Policy 


Pittsburgh, Pa., Nov. 17.—Despite 
dealers’ vigorous protests, the Stand- 
ard Sanitary Manufacturing Com- 
pany is continuing in its new policy 
of advertising consumers’ prices on 
plumbing fixtures begun Oct. 5. 

Dealer criticism of the price copy 
is based chiefly on the use of new 
list prices allowing a gross discount 
of 30 per cent to be divided between 
jobber and dealer, instead of the dis- 
count of 50 per cent in effect for 
many years. 

Jobbers’ conventions have endorsed 
the departure and passed resolutions 
encouraging other manufacturers to 
follow Standard’s example. Dealers’ 
resolutions condemn the new dis- 
counts bitterly, claiming that, while 
the jobbers’ profit is little affected, 
their margin is reduced to five or ten 
per cent. 

Standard has pointed out to deal- 
ers that competitive price advertising 
on the part of manufacturers selling 
through trade channels is necessary 
in order to check the inroads of mail 
order suppliers, and has called at- 
tention to the fact that on the latter 
goods the contractor-dealer makes no 
profit whatever on fixtures and is 
subjected to extremely competitive 
conditions in bidding on installa- 
tions. 


A New Departure 


In the past 15 years there has been 
little or no price advertising by 
plumbing fixture manufacturers dis- 
tributing through retailers. Copy 
has stressed quality and style of 
advertised goods .and left quotations 
for dealers. Manufacturers have be- 


lieved the 50 per cent discount neces- 
sary in order to enlist active trade 
co-operation but have felt it unwise 
to include such prices in their copy, 
where consumers compare them with 
mail order prices without taking in- 
stallation costs into consideration. 

Standard will continue the policy 
because it believes the idea is funda- 
mentally sound and because the cam- 
paign, now six weeks old, has pro- 
duced a noticeable increase in busi- 
ness. 

The decision to test the price ap- 
peal occasioned the company’s first 
rewspaper campaign in many years. 
Newspapers in some 30 cities are re- 
ceiving weekly insertions of 210 
lines. 

The viewpoint of dealers is re- 
flected in statements made to Plumb- 
ers and Heating Contractors’ Trade 
Journal. A counter-proposal fre- 
quently made is that Standard com- 
promise by advertising installed 
prices, to which the company has re- 
plied that rates and conditions vary 
so greatly as to make it impossible, 
or at best misleading, to advertise 
“complete” prices. 


Compare With Other Dealers 


A common complaint is that re- 
tailers of radios, refrigerators and 
similar goods enjoy a discount of 
about 40 per cent. Having main- 
tained for years, in company with 
other manufacturers, that the master 
plumbers’ average overhead is 2634, 
the company is now accused of bad 
faith. 

“I am entirely in sympathy with 
advertised prices,” states one dealer 
who appears anxious to meet the 
company half way, “but I think an 
advertised approximate installed 
price will serve to create public in- 
terest. Our greatest problem for the 
next few years will be to find inter- 
ested prospects. 

“Advertising with pretty pictures 
will not create the desire for owner- 
ship, but pictures with the average 
installed prices will create a desire 
where there is a need and the price 
fits the purse. Advertising an aver- 
age installed price is a delicate job, 
but because it is-hard is no reason 
why it should he avoided.” 


230,221 Daily 


Today Iowa is 


facturer with 
effort ‘‘turned 


three percent 


THE DES MOINES 
REGISTER and TRIBUNE 


A. B. 


burner market. 


and as a result has sold forty- 


burners in use in Iowa today! 


C. 208,243 Sunday 


a top-notch oil 
One manu- 
vigorous sales 
on the heat” 


of all the oil ‘ 


— 
———— 


' FINANCIAL BATTLE RAGES IN NEWSPAPERS 
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E. L. Cord, president, Cord Corporation and Auburn Automobile Co., and largest stockholder in 
Aviation Corporation, and directors of the latter corporation staged an intensive battle for proxies 
through the medium of large copy in metropolitan dailies this week. 


Sizeable space consistently 
used in The Register and 
Tribune has contributed to 
this sales record and is help- 
ing make lowa this manufac- 
turer's best territory. Are you 
getting your share of Iowa's 
spendable income? 


N. Michigan; in 
Detroit to Jos. R. Scolaro, General Motors Bidg., 
and in St. Louis toC.A.Cour, Globe-Democrat Bldg. 


‘“*‘THE DES MOINES REGISTER AND TRIBUNE 
IS THE BACKBONE OF MOST SUCCESSFUL 
ADVERTISING CAMPAIGNS IN IOWA” 


Also 
Rapi 


rating Radio Stations KSO, Des Moines; KWCR, Cedar 
(both on N. B. C. Blue network), and WIAS, Ottumwa. 


Stock Control 


Battle Waged 
In Newspapers 


New York, Nov. 17.—Taking his 
battle for control of Aviation Cor- 
poration, holding company for Ameri- 
can Airways, to the stockholders, E. 
L. Cord, president, Auburn Automo- 
bile Co., and largest individual stock- 
holder in the corporation, drew first 
blood this week when he inserted 
six-column advertisements on _ the 
financial pages of dailies here and in 
other cities in an appeal for proxies. 

Headed, “Attention Stockholders 
Aviation Corporation,” Mr. Cord’s 
advertisement, which carried a line 
at the top announcing that E. L. 
Cord was paying for it personally, 
informed readers of his success in 
securing a temporary injunction pre- 
venting directors of the holding 
company from issuing stock to be 
used in the purchase of certain as- 
sets of North American Aviation 
Corp. 

He asserted that the present man- 
agement of the company was ineffi- 
cient, and besought stockholders to 
present him with their proxies, 
which he might vote at the scheduled 
meeting of the company next week, 
and thus gain control of the board. 

Directors of the corporation re- 
taliated with advertisements of the 
same size, appearing in the same 
newspapers, urging stockholders not 
to be stampeded, and asserting that 
“Mr. Cord’s record speaks for itself.” 

Two days later Mr. Cord again 
turned to the newspapers, this time 
with copy occupying a full page, and 
containing, in addition to a detailed 
review of the corporation’s operation, 
a statement that the entrance of an 
independent committee of stockhold- 
ers under the direction of ex-Gover- 
nor Trumbull of Connecticut, was a 
last-moment move of the opposition 
to keep support away from him. 

Doremus & Co., retained as the 
personal advertising agency of E. L. 
Cord in this fight, placed a total of 
40 full pages of advertising through 
American Telephone & Telegragh 
Company’s teletypes. This was the 
first major use of the teletype in ad- 
vertising, it is reported. 

Cord forces today announced that 
sufficient proxies had been received 
to give them control of the meeting. 


Gale & Pietsch 


Get Nine Accounts 


Gale & Pietsch, Chicago, have been 
named to direct advertising of Athey 
Co., window shades; Craftsman Wood 
Service, fancy woods; Cromwell Pa- 
per Co.; C. Doering & Son, dairy ma- 
chinery; Holmes Projector Co., sound 
picture machines; 

Emil J. Paidar Co., beauty shop 
equipment; Potter Mfg. Co., fire 
escapes; Vandercook & Sons, proof 
presses, and John C. Hoof Co., auto- 
motive accessories. All are in Chi- 
cago. 


Nelson, Hendrickson 


Rejoin RCA Victor 


Gerald Nelson, who has served the 
RCA Victor Co., Camden, N. J., a 
total of 10 years in sales capacities, 
has rejoined the company as assist- 
ant to the vice-president in charge of 
sales. 

E. J. Hendrickson has resigned as 
president of the New York Talking 
Machine Company to return to Victor 
us merchandise manager of the radio 
and phonograph division. 


Advertise Trench Shoes 


Trench shoes, which require no 
shining and provide an excellent sur- 
face upon which college and near- 
college boys and girls may pencil 
wise-cracks, are being advertised by 
leading retailers throughout’ the 
country. 


Higdon Wins Promotion 


J. B. Higdon, formerly local adver- 
tising manager of San Antonio Ex- 
press and Evening News, San An- 
tonio, Tex., has been named national 
——— manager of these publica- 
tions. 


Finley Is Honored 


Dr. John H. Finley, associate edi- 
tor, New York Times, has been 
awarded the American Hebrew medal 
for the promotion of better under- 
standing between Christian and Jew 
in America for the year 1932. 


Launch Drug Products 


McKesson & Robbins, Inc., Bridge- 
port, Conn., is introducing a vitamin 
concentrate of cod liver oil, Phospho- 
Vitamin B and Copper-Iron Com- 
pound, all three preparations bearing 
the “McKesson’s” brand. 


Pick Geare-Marston 


Follmer-Clogg Co., Lancaster, Pa., 
umbrellas, parasols and canes, has 
appointed Geare-Marston, Inc., New 
York, effective Jan. 1. 


Chevrolet Uses 
Dailies, Outdoor 
For Teaser Copy 


Detroit, Mich., Nov. 17.—In an 
effort to keep buyers in its price class 
out of the new car market until the 
1933 Chevrolet appears early in De- 
cember, as well as to create added in- 
terest in the new car, Chevrolet 
Motor Company used full pages in 
750 metropolitan newspapers last 
week-end to announce the approxi- 
mate date of the new model’s appear- 
ance. 

This week the company extended 
its teaser campaign with the use of 
9,200 outdoor posters depicting a 
drum major swinging his baton, and 
exhorting the public to “Watch the 
Leader.” 

Newspaper copy stressed the point 
that “the leader can accomplish what 
others dare not try,” and urged 
readers to keep an open mind on the 
question of an automobile purchase 
“until you see Chevrolet’s Great 
American Value for 1933. And watch 
for it next month.” 

Campbell-Ewald Company, Detroit, 
is in charge. 


Penitentiary Opens 
for Drug Counterfeiter 


The prosecution of a counterfeiter 
of Brioschi by G. Ceribelli & Co., New 
York, importers of the product, has 
resulted in a penitentiary sentence. 

The culprit was apprehended with 
materials for more than 100,000 
counterfeit cans. Apparently, none 
of the spurious goods had been sold. 


Hebbard Promoted 


Charles Hebbard has been named 
advertising manager of Tull & Gibbs, 
Inec., furniture dealers, Spokane, 
Wash. 


Now Continental Auto 


Continental Automobile Co., De 
troit, is the new name of Continental: 
De Vaux Co., automobile division 
Continental Motors Corp. 


Pay Razor Dividend 


Net earnings of the Americal 
Safety Razor Corp., New York, for 
the third quarter are 84 cents per 
share. For the first nine months of 
this year total earnings are $2.36 
per share. 
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Listen to Facts — 
...not Fiction! 


sng Farm Journal gives the greatest mil-page “buy” of any farm 
or other magazine—only $1,795 per million circulation on a 
12-page order, and with no extra cost for one color. 


THE FARM JOURNAL $1795" i 
COUNTRY HOME $1835 aN ; 


CAPPER’S FARMER $2847 


COUNTRY GENTLEMAN $2626 ANASANN! 


t For a 12-page order * Any two colors 


The Farm Journal is the first farm magazine to give lower rates to large space 
buyers—undoubtedly to become a usual practice. 


Your advertising dollar buys more space in The Farm Journal 
* * * * 
The Farm Journal was the first farm magazine to definitely reduce rates to meet 


advertisers’ needs. Others have followed. The Farm Journal’s rate reductions 
are bonafide—not merely adjustments to declining circulations. 


Your advertising dollar goes farther in The Farm Journal 
* * * * 
Exceptional care during the past year in selection of editorial material and 


editing it for space economy have been strikingly effective in building reader 
interest. Requests for advice this year have more than doubled 1931 and 1930. 


Your advertising dollar gives greatest visibility in The Farm Journal 
* * * * 
The Farm Journal has greatest advertising effectiveness. Follow the adver- 
tisers who know the sales volume produced by each publication, either through 
direct sales or dealers’ reports. 
Your advertising dollar has greatest sales value in The Farm Journal 
* * * * 


The Farm Journal concentrates in the richest agricultural counties—those high- 
est in motor cars, implements, buildings and other indices of farm wealth and 
income. This guarantees high buying power and avoidance of “slum”’ circulation. 
Your advertising dollar in The Farm Journal opens richest sections to you 
* * * * 
Advertising in The Farm Journal alone makes a strong impression in the de- 
sirable and profitable farm market and vastly strengthens the town dealers’ 
goodwill by bringing a great number of additional customers into their stores. 


Your advertising dollar in The Farm Journal produces greatest farm 
consumer demand, which is the strongest influence with dealers 


* * * * 


The Farm Journal has no waste circulation—its readers are at work, have 
incomes and are buyers of food, clothing, household necessities and conveniences. 


Whether you buy pages or minimum space, your advertising will produce 
greater sales results in The Farm Journal than any other farm publication 


New York Philadelphia 


Some 1932 page 
advertisers 
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OLD FORWARD 
OLICY 


For 1933 The Open Road for Boys Magazine announces: 


1. STEADILY INCREASING CIRCULATION 


With a circulation well in excess of 200,000 and a newsstand sale 
already larger than that of any other boys’ magazine, still the demand 
for The Open Road for Boys Magazine on newsstands is so great that 
we are forced substantially to increase our newsstand distribution. At 
no rate increase, advertisers may expect in 1933 a large bonus circula- 
tion and, we believe, overwhelmingly the best buy in the boy field. 


2. AN ENLARGED AND IMPROVED MAGAZINE 


Encouraged by this constantly mounting demand for the magazine by 
the boys themselves, and by an unusually gratifying advertising vol- 
ume, we plan many editorial improvements — color illustrations, new 
features, more pages for many issues and in certain issues a unique 
added feature unlike anything heretofore published in America. 


war - yy 2 
Laete 


3. FREE COLOR FOR ADVERTISERS 


Effective with our January 1933 issue advertisers using a schedule of 
two or more pages in page units may have one extra color at no extra 
charge whatever. 


Good times or bad, The Open Road for Boys Magazine forges for- 
ward. It appeals to boys as the most readable, most enjoyable and 
most fascinating magazine published. Its circulation surges ahead 
constantly. For advertisers The Open Road for Boys Magazine 
brings unprecedented returns. The Open Road for Boys is one of the 
few magazines in America showing advertising gains. It is indeed 
a unique publication, a gold mine for advertisers, the key to one of 
America’s most profitable markets. For 1933 we announce a bold 
forward policy which will make The Open Road for Boys Magazine 
more than ever an outstanding advertising medium. 
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ADVERTISING AGE 


November 19, 1932 


SPECTACULAR 
GAINS MADE BY 
BONDED DEALERS 


Pennzoil Plans toWiden1 933 
Campaign 


Oil City, Pa., Nov. 17.—Response 
to less than three months’ advertis- 
ing of Pennzoil Company’s bonded 
dealer plan has been so remarkable 
that the company’s 1933 campaign is 
ready-made as far as theme is con- 
cerned. While it will be run on a 
larger and more dramatic scale, its 
essential features will remain un- 
changed. 


This decision follows a month’s 
checking of results by W. S. Zehrung, 
general sales manager; J. F. Vande- 
venter, executive vice-president; E. 
F. Johnson, advertising manager, 
and Hays MacFarland, head of the 
Chicago agency handling the ac- 
count. 

While the oil industry as a whole 
has found 1932 sales considerably 
under those of a year ago, with a 
further decline forecast by govern- 
ment officials, Pennzoil has made 
sensational gains, both in gallonage 
and number of dealer outlets. 

Pennzoil Company is an independ- 
ent producer, refiner and marketer 
of Pennsylvania oils, and the bulk of 
its business is done through inde- 
pendent service stations, garages, 
car dealers and a few local chains. 
Consequently, the independent deal- 
er’s problems are its problems. 


Make Personal Investigation 


A personal investigation by Hays 
MacFarland about a year ago dis- 
closed the fact that the independent 
dealer was confronted by two chief 
types of competition. One of these 
was the gigantic national chains of 
large producers; the other was the 
operations of the unscrupulous 
dealer, who could and did get any 
desired brand of oil from one tank. 

The independent might put up a 
brave front against the big chains, 
but the “gyp” dealer was an octopus 
from whose coils there was appar- 


ently no escape. From bitter experi- 
ence, motorists were learning that in 
too many cases they were paying 30 
cents for a 10-cent oil. This threw 
a tremendous volume of business 
into the laps of the identified chains. 

Mr. MacFarland believed the 
bonded dealer plan would make it 
possible for the independent to capi- 
talize his honesty and test cam- 
paigns in St. Louis, Kansas City, 
Cleveland, Pittsburgh and 30 smaller 
cities and towns provided sufficient 
testimony to justify a national cam- 
paign. This was launched in the 
Aug. 14 issue of The Saturday Eve- 
ning Post. 


How New Plan Operates 


Under the bonded dealer plan, any 
dealer caught substituting forfeits 
$1,000 of his own money. Pennzoil 
provides a policing system to put 
teeth in the plan and several deal- 
ers have actually paid $1,000 for the 
doubtful pleasure of selling some oil 
other than that asked for. 

While the plan is negative in some 
respects, results have been positive. 
Pennzoil has been able to choose its 
dealers, selecting and bonding only 
those of reputation, good credit 
standing, satisfactory locations and 
with stations whose appearance 
measures up to the desired standard. 

The result, according to one 
Pennzoil official, has been to weld 
these dealers into a huge, enthusias- 
tic, voluntary chain. On the current 
check, Pennzoil officials posed as 
tourists and inquired as to the mean- 
ing of the Pennzoil Dealer sign. 

“Why, that sign,” was the usual 
response, “is the greatest thing that 
has ever hit the oil business. That 
sign means I’m bonded by the Na- 
tional Surety Company just like a 
bank official; it means you get what 
you order.” 

While the minor theme of the cam- 
paign, “Pennzoil, the tough-film oil 
that ends failure and cuts repair 
bills,” will continue to play a part, 
the depredations of the gyp dealer 
will be given the major role. The 
company has ample statistical evi- 
dence of the extent of substitution, a 
federal judge recently estimating 
that the American motorist is being 
bilked of a billion dollars a year by 
“bootlegging.” 


“Sports Afield” Appoints 


Cole & Meyers, Inc., Chicago, has 
been named _ representative of 
Sports Afield, Minneapolis. 
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/ Start LIFE’S second half-century by gearing 
|} your 1933 campaign to the LIFE reader—to the 
new era of sales promotion—to the modern prin- 


ciple of marketing with a chuckle and selling 
with a smile. 
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Life's SS 


LIFE’S fiftieth year (1933) marks the turn of an 
industrious era of selling, in which LIFE has 
played its part fairly and squarely. Just as LIFE 
fell into stride with the conditions of yesterday, 
LIFE marches on in the faster cadence of today i 
and tomorrow. Older in years, LIFE is editorially : 
younger than ever—the journal of presentday 4 
egos To the wise advertiser this means placing 

is layout-and-copy before an audience* that ; 
(while looking at LIFE) is always in a mood as ; 
receptive as possible to that highly-visible sales- } 
man-in-print, his advertisement. I 
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Guaranteed Average Net Paid ABC, 
at $700 per page—$5.60 per page per thousand. 
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60 East 42nd Street, New York 
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BRISTOL BLAMES 
MANY ABUSES ON 
AGENCY SYSTEM 


Advertisers Want Good Copy 
Primarily, He Asserts 


Atlantic City, N. J., Nov. 18.—Lee 
H. Bristol, retiring president and 
chairman of the board of the Associa- 
tion of National Advertisers, attacked 
the commission system of compensat- 
ing advertising agencies as the pri- 
mary cause of many of the abuses 
which he said have created an adver- 
tising muddle, and urged agencies to 
return to first principles in the serv- 
ice of advertisers. 


Mr. Bristol, who spoke at this 
morning’s session of the association, 
at which both publishers and agency 
representatives as well as members, 
were present, created a sensation by 
the frankness with which he criti- 
cized the present situation. He did 
not spare mediums in pointing out 
what he believes to be the necessity 
for deflating excessive circulations as 
a means to the reduction of advertis- 
ing costs. 

In his address the retiring presi- 
dent said that many of the extra 
services which have been introduced 
by agencies could be eliminated to 
advantage, and that the chief desire 
and requirement of advertisers is for 
the primary services of good copy, 
art and layout. Too little of the in- 
come, he asserted, now goes into the 
production of good copy, which he 
insists is the main thing the adver- 
tiser buys when he employs an 
agency. 

Mr. Bristol assured his hearers that 
the A. N. A. is not firing on Fort 
Sumter nor starting a crusade, but 
insisted that advertisers want every 
one providing space or service to 
make a profit. It is the system that 
is at fault, he contends, rather than 
any particular individual or activity. 


A Battle of Wits 


“Learning that they could not de- 
feat the commission system advertis- 
ers set out deliberately to extract 
from the agency as much extra work 
as could be obtained commensurate 
with commissions paid,” he said. 
“The agencies have been under even 
greater pressure to increase the 
variety and extent of services ren- 
dered by competition among them- 
selves. 

“When advertising and extras 
have to compete for their share of 
the 15 per cent, both must suffer. 
No one will dispute that copy writ- 
ing is a basic function of the agency. 
As a result of adding sales man- 
agers, psychologists, stylists and 
economists to agency pay-rolls money 
available for men and women who 
write advertisements is becoming 
more limited. 


“I believe the effects of low pay 
to copy writers are with us now and 
if present tendencies are continued, 
the effects will be more marked in 
the future. 


“The agency today is at the cross- 
roads. If it chooses to continue 
under the commission system, it 
must return to the prime role of 
creating demand through the me- 
dium of copy and lay-out. If the 
other course is taken,’ which has 
been described as consultant, adju- 
dicator and advisor on production, 
merchandising, sales and marketing 
research, then they cannot expect to 
get income from two sources, namely, 
publishers and advertisers. Nor will 
large advertisers continue to furnish 
a pool of money to provide extra 
service for small advertisers.” 

Mr. Bristol closed his address with 
a plea for calm consideration of the 
many factors relating to agency 
compensation and other advertising 
costs, saying community of interest 
made it imperative that advertisers, 
agencies and publishers work har- 
moniously to effect improvements. 


A. N.A. Learns 
Results of Its 
Traffic Study 


(Continued from Page 1) 


“Since trade locations must of ne- 
cessity be limited in number, it is 
inevitable that trade should attempt 
to dominate other locations in the 
traffic pattern by means of messages 
displayed. 

“Traffic movement in relation to 
trade locations and to the messages 
of trade constitute a market which 
may be defined as the traffic market. 

“The effectiveness with which 
trade is able to dominate this mar- 
ket depends upon the distribution 
of its messages in relation to the 
traffic pattern. 

“The first requisite, therefore, in 
the evaluation of the effectiveness of 
trade’s message to the traffic market 
lies in a comprehensive and accurate 
knowledge of the traffic pattern in 
any trade area, the most dominant 
characteristic of which is variation 
in volume. 


Uniform Analyses Needed 


“The producer of outdoor adver- 
tising can best provide a sound basis 
for the merchandising and evalua- 
tion of his service to trade in carry- 
ing its message to the traffic market, 
through the adoption of uniform, 
standardized methods for the analy- 
sis of the traffic market. 

“Such methods must be of such a 
character and under such control as 
to receive the full confidence of the 
buyer as well as of the seller.” 

The ultimate authentication of cir- 
culation figures for outdoor advertis- 
ing, compiled according to standard- 
ized methods, was suggested as a 
possible later development. 


T. B. Goodwin, Alabama 
Newspaperman, Is Dead 


T. B. Goodwin, general manager of 
the News-Tribune, Rome, Ga., died 
suddenly Nov. 11. He was 60 years 


old. 
Mr. Goodwin was at various times 
managing editor of Birmingham 


News, general manager of Birming- 
ham Age-Herald, and manager of At- 
lanta Georgian. At the time of his 
death he was associated with W. S. 
Mudd and R. H. Mooney in the pub- 


lication of Rome News-Tribune, 
Gadsden Times, and Tuscaloosa 
News. 


Paul Hollister to 
Succeed Kenneth Collins 


Paul Hollister, former vice-presi- 
dent and a director of Batten, Barton, 
Durstine & Osborn, Inc., has been 
named executive vice-president of R. 
H. Macy & Co., New York, effective 
Dec. 1, succeeding Kenneth Collins, 
who resigned to form his own agency. 

William H. Howard, advertising 
manager for Macy, has resigned to 
affiliate with his former superior’s 
agency. 


Franklin Joins “Class” 


Frederick Franklin, formerly a 
member of the advertising staff of 
Sales Management and vice-president 
of Tide. has joined the New York 
staff of Class and Industrial Market- 
ing and the Market Data Book, Chi- 
cago. 


Westinghouse Contest 


Prizes totalling $12,000 in cash will 
be awarded salesmen in the “round- 
up” contest started Nov. 15 by the 
refrigeration division of Westing- 
house Electric & Mfg. Co. The con- 
test closes Dec. 31. 


Radio for Insurance 
A radio advertising campaign has 
been tentatively planned for Madi- 
son, Wis., Association of Life Under- 
writers, of which William D. Byrns, 
National Guardian Life Insurance 
Co., is president. 


Joins $112 Class 


Trupar Mfg. Co., Dayton, is the 
latest refrigerator manufacturer to 
announce an electric model selling 
for $112. The company makes May- 
flower refrigerators. 


Name G. Lynn Sumner 

F. C. Huyck & Sons, Albany, N. Y., 
Kenwood blankets, have appointed 
the G. Lynn Sumner Co., New York. 


HEALY, COVENEY 
ADDRESS FINAL 
A.N. A. SESSION 


Atlantic City, N. J., Nov. 18.—Freq 
A. Healy, director of advertising for 
the Curtis Publishing Company, told 
the A. N. A., at its final session this 
afternoon, that the public likes ad. 
vertising and that much of the credit 
for this result is due to the advertis.- 
ing agencies whose attractive copy 
appears in the magazines. In spite 
of all of the new developments which 
were regarded as competitive with 
magazines, they have continued to 
grow, he said. 

The quality of the merchandise, 
he warned, is just as important as 
the quality of the advertising, as the 
success of the latter is founded on 
good products. He urged that ad- 
vertising not be overloaded through 
the distribution by the manufac- 
turer of unbranded products at lower 
prices than those at which the ad- 
vertised goods are sold. 

Mr. Healy made a plea for the 
elimination of half truths and exag- 
geration in copy and urged that it 
be forceful but honest. 

He commended the fact-finding ac. 
tivities of the association and sug- 
gested that they be made use of. 
The road to better times, he con- 
cluded, will be through better pro- 
ducts, better selling and better aa- 
vertising. 

James A. Coveney, George A. Mc- 
Devitt Company, gave a frank dis- 
cussion of newspaper rates, in 
which he pointed out that the pub- 
lisher is selling a service and not 
a commodity and that results, rather 
than production costs, are what the 
advertiser is most interested in. 

He asserted that inflated circula- 
tions were the direct result of the 
demand of advertisers for volume 
and blamed the latter for forcing the 
publishers to go outside their na- 
tural fields. The national differen- 
tial, he said, is based largely on the 
willingness of retailers to accept 
smaller effective circulations and 
not on the agency commission, 
which he described as a saving in 
sales expense paid for by the pub- 
lisher as an economy in operation. 

He attacked the use of the milline 
rate as a measure of value, pointing 
out that it is only a measure of 
quantity. The national advertiser 
who sells quality, he asserted, should 
not buy solely on the basis of quan- 
tity. 

In dealing with the question of 
lower rates, he urged that no blanket 
demand be applied to the newspaper 
field as a whole, but that publishers 
who have not inflated circulations 
heretofore not be expected to reduce 
their rates. 

He met the criticism of enforced 
newspaper combinations by saying 
that forcing a combination on the 
reader is far more important than 
forcing it on the advertiser and that 
the latter will not use a combination 
unless it pays. 

Bernard Lichtenberg, of the Alex- 
ander Hamilton Institute, former 
president of the association, closed 
the meeting with a summary in which 
he emphasized the fact that adver- 
tisers are now questioning all poli- 
cies of the business and that selling 
for profit is the demand which must 
be met. 

The resolutions committee, headed 
by W. A. Wolff, Western Electric 
Company, broke all precedent by re- 
porting that no resolutions would be 
offered, matters of policy being left 
to the board for action. 


Start Texas Agency 


Leona P. Pulliam, J. Drury Pulliam 
and Augustus McCloskey have orgal- 
ized Alamo Advertising Service, Inc., 
San Antonio, Tex. 


Food Bureau Active 


Federal Food and Drug Adminis 
tration has announced that prosecu- 
tions of alleged violations of these 
laws during the last fiscal year were 
more than double those of the pre 
ceding year. 


1) 


a 


Eww 


1). 


“ 


oie sag & pare a ae ‘ ‘inet Fe Ee yet ee : " AS. 2 : : 
: 4 “ ‘ : = a zt fa 4 4 he Pes Fe) ee ‘ oe oy 
: cee & Spite a : . ’ : E oe % oe ie "a ; 
A ae eva aiae. Rage oo i 2 : E igi! ie 
nab fs ati Mae ee Fin? oe ee cae ie hee Seg et ae ey 2 : ; ‘ Fah 2 eS ; 
i= 7 tb ’ - P Pe ix. = Agel , 3 i art nie > ‘y rc. om ee! raeeck ' s 4 . ot pe a : 5 hee ie = &, ok 
P : oe Syst ee en, t g Aney e ms dete a 3 ere fs, SE aoe apart Alyy ey ee ey 
Sree ee oe 
ee ee nn SSS 
or aca | | 
ae oe 
” a a —_. 
Eats 2 
of eh ee 
2 es 
ae " 
ters. | 
¥ i i a —— 
eg” 
Papen ee ae 
2 ee 
Cae r. 
a 
<s 
wee, 
a es 
: a eae 
aera * us 
i 4 oie) 8 . 
—— 
Narra e ee) 
pitta ee 
a ia aes “* | 
= Se 
age 
ee 
1 ta Sag 
2S, ie eae 
a ee 
Perna oe 
et 
nrca eee eR 
SP Aches 
eae 5 | 
Pky ee 
ee aia 
Wie Scope 
Sea Lan ie 
ae Po 
< 
ine 
ai a 7 
Ret ee 
at 
tw 7 
Rote 
ce - | 
Sa ate oa at 
(Ra ey 
i = aes: 
Dae aes =  EEEEeeEeEEeEeEEE 
ea ek a . 7 
cee aa | 
eS ye et, 
Be ee . 
aie he es - . 
CS ee % 
re Awe 4 
a me : | 
inh eee ities NS . 
, ‘ & XX 
pabsaien re Wain. Onn } a 
ie eee ees i ~~ 
<r / sy . 
Pit pee =, { i 2 | 
Ba alt YA a F 
oa ‘ | 
¥ ‘ 7 y 
' : . 
FANS 
.. » : | | 
: ) ae 7 |, 
: : a | 
: 
er ee 
—— ain 
Rens eee ] 
ar, sag 
eS Cee 
=i i | 
; ; 
| 
‘ 
‘ | 
{ 
| 
ae — 
| ;, ee 
pe : | a 
| —— 
| 
ee 
& 
PE NMI 0 7 ie i he cn N,N Ha ADE tage eg PORE | 
: ‘ e s F : = At) 
: PSs aie eee 2 Tigo 4 , - Ba) heen agen cot Boe a ie ae ae. a es ee es A a Bal roe a ee to eS A a 7 Ss Stef ee pois se . BA es NE tteret es ad ie oe 
ee = ac ORF et is: es a a 5 Be oe Ba tees Rate ag al lke Tee Se Oa Pe iia "eae oS oe I SO al ae Le ee Fs 
. S5 eae rT ite Sen Cok te apetbet rhe «2 Be : cote: ras ry caer OT ae A Ue a tees catia eae har oF | rE Tena -  oeeaeed. ). - aa ‘ Ae pases can 
vo “ 9 goes! |. aay ip < me -" “ls: ) age sal ee Se a ace pene es i aay eae aia, "ee Sa bint fear P ene oe ae eae ?: ee f = inh ae 2 SS ae eae By ceca ey ES er eh ae 5 
: bs od a — = ee ee nets eerie Pa Suh Fecal pe Pie a4 eet Ci aa : = aged tee ey Baha ee ake ie oe tn Si a, Lar ame 2 GS ai hee eho. ao 3 a aes Sere es ee 
SF Ee ee Ok ee eer LE ee Yi fae ghee Sy = Bb ds iy a pore heme Ga a ae . ere eee Shoe eet Vien es LS Nae i Mie se ic ae 
io ees po ee ae jad “ae Breese tS SSO Ay Ee Maan eT ee eO = 5! a 0 5 hres tees SIPS be eS a ee Gia. ies oe re he Sey ONS ka ian oo ae 
fy tA ee athe | a ieee ee be ae ce ePaper Ee Se i eee nuts i ieee Kg Y SA eR cine s : ih cs a ae iS 1 ry, = ara a ee aM a cle ma i ; Sos ae es 
oy ORR A ae = ea oe ie; Rh 2a - 2}. ee I 3 8 i ES: Oh a, Path a aig se ae nf 2 ee a % i 7; oe one ie ue eR D3 tte fis gl ale he le Tea Na ee canes Ree Tye Riise cent i lh ae alana ma Lt 
tae pate oe 3 5.) 2) ae eee Aeedieten Se yah Reine Tee a Witans ng emiuenr Sh NS ak ie Rony oe alles ee PRS en, See 
resec 5s ets Body Sh eee a 3s aS SE ae ee oe ee tg ee é Sy eee BL aol br Ge oe ae ks Se i rr ie re Tee eRe 2a re na: Teer, owen Pome (ke ay rc. ke eee ‘ eta Cee Se ie be ts i, 8 ae ah YP eee orale 
rad ae ) br Sei e fates Safe g bee re di MANE nd \ Bich soe tei ee | he en a aes dete Ee ea peat ae Sige fat LE tet Sane 33 sacle, Sea Sea tee wen a ey i eg me ee ie hae ns ie es ‘esate 
eee Ear pote te tg. Sea 5 1) ie Se aD eget 3 3, Fie Sect Gr Oe mee OC Ome din Pe eee nig anes “Oe am Wk Sere See MAEM or UN eae Ren ge cea Ree eRe SURES ies A SRGIO bh Se em 7 eae a EMR er oe MRR Cee eae hae og pte rig STU Soe eT MOE Eels Sts = et i see ried Be aie iu: | eee Monee Seer 8 ap css 5 «en ema ar 
ae a St 7 Se DELLE rte er CO Ma Dg ary ek CN GE RN ANN Bore FE SCs I pig AE ane at) Reo Lee oe MO ne fo a KE a Sti it ean ok ein meee ce OMRe 5 mcs, tl yn gor oe" 1 eee eel ORL AK Uots ae eae 


in 


November 19, 1932 


ADVERTISING AGE 


13 


a 


—_ 


th 


O 


NSTALLED DISPLAYS ... are the most 
accurate media to be considered at this all- 
important point ... Your advertising program 
has encompassed every possible idea that would 
lead the consumer to desire your merchandise . . . 
but with Branded Merchandise you must go one 
step farther... INSTALLED DISPLAYS 
command ... as well as advise .. . the purchasers 
just where they might secure your product. 


INSTALLED DISPLAYS tell your story 
to those who are in a physical position to buy .. . 
and to buy immediately ... The information... 
the persuasive message . . . at the Point-of-Pur- 
chase is the climax of your entire advertising 
set-up ... It is at this point and only at this point 
that moneys are drawn from the consumers’ 
pockets in exchange. 


The manner in which your display material is 
distributed is of most importance . . . We repeat 
. . . that with Branded Merchandise you must 
carry your message on to the ultimate end of a 
successful climax ... by using... INSTALLED 
DISPLAYS and assure yourself of their in- 
tended ... proper use. 


"INSTALLED DISPLAYS— 
FOR LOW COST SALES RESULTS” 


National advertisers are enjoying results from the use 
of this medium. . . . They are appreciative of its low 
cost... . We invite your inquiries. .. . This group is in 
a position to place INSTALLED DISPLAYS in your 
entire retail market or any region in which you might 
wish to promote increased sales or combat a difficult 
local situation. ... You may contact 1 to 135 offices .. . 
secure 1 to 135 quotations and issue 1 or 135 orders for 
INSTALLED DISPLAYS in quantities of 10 to 10,000. 


WINDOW ADVERTISING INC. 


THIS ADVERTISEMENT 


A 


ALABAMA 
Pennington Scott Displa Loe 
1906H N. Fifth Ave., Birmin 
Tri-State Display Service, 
54 So. Franklin St., Mobile 
ARIZO 
Wag = Dispos oer Service, 
142 2 So. Central Ave 
Asperdue Display. Servi 
erdue Display Ser 
2700 Marshall St. Little Rock 
CALIFORNIA 
Parmley Window Display Service, 
220 W. Pico St., Los Angeles 
ORADO 


a A. Bennett Display Service, 
1346 Larimer St., Bonver 
CONNECTICUT 
The Herberger-Coughlin Dagny Co., 
273 State St., New Hav 
DISTRICT OF COLUMBIA . 
The Gold-Brager Company, Inc., 
631 Pennsylvania Ave., °° 
Washington, D. C. 
FLORIDA 
Cross Display Service, 
821 Lorca St., Coral Gables (Miami) 
Kendrick Display Service, 
37 i ane St., Tampa 


GEO 
Virg iw. Shepard. 
1 Courtiand, R E., Atlanta 
Coffee & , Ry 


tio! Orange St., Macon 
IDAHO 


Lawrence J. Hannifin, 

11th and Main Sts., Boise 
ILLINOIS 

Fisher er A Service, Inc., 

560 West e St., Chicago 

Peoria Show Card ‘Company, 

329% S. Adams St., Peoria 

Colpitts Advertising Service 

1243 Vermont St., Quincy 

C. H. Grissinger Daves Service, 

1040 E. State St., Rockford 
INDIANA 

Forkner Advertising Service, 

1401 W. 2nd St., Anderson 

Neumann’s Window Display Service, 

313 ee Ave., Evansville 

Jos Cotterill Advertising Service, 

3325 Tred St., Ft. Wayne 

Fisher Display Service, Inc., 

4133 Jackson St., Gary 

National Displays, Inc., 

Transportation Bldg, Indianapolis 

Fisher Cs ay Service, Inc., 

810 25th St., South Bend 

a Window Dey Service, 
10wh 923 Seventh St., Terre Haute 

Des Moines Window Display Service, 

Register and Tribune Bldg., 

Des Moines 

Kenneth C, Fink 

$21 “oo St, ” Sioux City 


329 Mulberr St., Waterloo 
KANSAS ny 


168, my h 1 St Topek 

t toy a 
KENTUCK sats 

Blue oh Display Service 

903 So. Limestone St., Lexington 

Myers Display Service, 

415 W. ve n St., Louisville 
Legere 


Nall & 

1004 Perdido St., New Orleans 
Clark Long Display Service, 
218 Travis _ Gacevepert 


Charles Sts Baltimore 
Eee soe 
nit isp 
57 Bristol St. foo _ 
MICHIGAN 


Wayne Services, Inc. 
436 E. ee St., Detroit 
MINNESOTA 
o *. Wagner Display Service, 
oe ve., North Minneapolis 
MISSISSI PI 
Capital Display & Adv. Service, 
Box 211 ‘a son 
MISSOUR 
N. J. Gro 
218 No. Wall St., Joplin 
Bowman Designing mpany, 
3032 Main St., Kansas City 
; cuneineeem Dis lay a. 
5 W. Walnut St., Springfield 


MISSOURI Scontgnet 
Western D ay Ser 4 
2728 one ep Oe 
a aa 
ennet ams 
34 First Avenue, E., Kalispell 
NEBRASKA 
Davison Display Service, Inc., 
423 S. 11th St., Lincoln 
Davison Display Service, Inc., 
338 Le Fang ldg., O 


= ke Display Service, 
r 3 Grand Ave., Albuquerque 
NEW K 


Gaivereal Window Display Bureau, 
201 Front St., Binghamton 
Window-Craft Dispisy ay Service, Inc., 
376 Pearl St., 


NORTH CAROL 

S’n Win’w Din, Serv. & Sales, Inc., 

First Nat'l a, Bldg., Charlotte 
NORTH.DAK 

Merchants Display & | & Window Serv., 
onto 7th St., 


10 

Cincinnati Display Service, 

519 Main e. Ls ae 

Wayne Servi: 

i018 St. Clair <3 Cleveland 
F. Altman & Son 

415 South Third St., Columbus 

Dayton Displa: y Se Service, 

4 Industries Bldg., Dapten 
OKLAHOMA 

Oklahoma Na yg D isplay Sorvion, 


1643 W. Main St., Oklahoma City 
OREGON 
~ Window Bocegeting Co., 
Sth St., Portland 
PENNSYLVANIA 


—_— Window Display Service, 
= nthracite Ave., Kingston 
. Hanick oe ian, 
He N. 11th St., Philadelphia 
a h Window-Craft Service, 
3 E. Carson St., Pittsburgh 
sOuTH CAROLINA 
Criterion Display Service, 
P. O. Box 1232, Columbia 
H. W. Waters, 
109 ae "Ave. ., Greenville 
TENN — 


Hal Cad 

310 E. ith St., Chattanooga 

Knoxville lay Service, 

238 Daylight Blk., Knoxville 

Memphis Window ay Service, 

183 Vance Ave., Mem 

Brinton Window Dis sy Service, 
* avA Church St., Nashville 

Livingston Display Service, 

P. O. Box 365, Austin 

Sun Display Service, 

ig 4 Alameda Ave., El Paso 

L. E. Clark Display Service, 

1308 “Harrington St., Houston 

Patrick Disp play Service, 

212 Losoya St., San Antonio 

Matthews Display Service 

1see Holliday St., Wichita Falls 


yy 
a a ntew Display Service. 
vin 4th So. St., Salt Lake City 


Oscar Gaudreau, 
45 Rose St., Burlington 


George Melcher, 

1618 McDaniel St., Portsmouth 

set Waitt, 

3 E. Main St., Richmond 

WASHINGT ON 

Northwest Display Service, Inc., 

115 Blanchard St., Seattle 

Log Display Service 

Wall St., Spokane 

west" VIRGINIA 

Monte Little Compan 

First Huntington PNatL Bk. Arcade, 

Huntington 
WManke Window Display Service, 

anke low 

922 Avon St.. La Crosse 

Stefan, Inc. 

2130 Rusk St., Madison 

Stefan, Inc., 

1920 W. Vliet St., Milwaukee 


1S SPONSORED BY 


THE CO-OPERATIVE COMMITTEE 


AND ASSOCIATE INSTALLERS OF 


300 FOURTH AVE., N. Y. C. 


INDOW 
DISPLAY 
INSTALLATION 
...a monthly pub- 
lication issued by 
this group in the 
interest of IN- 
STALLED DIS- 
PLAYS ... will be 
gladly forwarded 
you each month 
without obligation. 
. » « Please write 
... on your letter- 
head . . . to Ed- 
ward J. Stefan, 
Editor, 1920. W. 
Vliet Street, Mil- 
waukee, Wis. 


executive 


responsible for PROFIT 


branded merchandise 
MUST carry on to the 


point-of-purchase! 
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Wesco Advertising 
Agency Formed on Coast 


Wesco Advertising Company will 
begin operation at 311 California St., 
San Francisco, Dec. 1, with Edward 
BE. Sylvestre, for 14 years connected 
with the advertising department of 
General Mills, Minneapolis, in charge. 

Accounts to be handled include 
Sperry Flour Co., and the western 
activities of General Mills. 


Kellogg Confers With 
European Sales Staff 


W. K. Kellogg, president, the Kel- 
logg Co., Battle Creek, Mich., held a 
radiophone sales conference with 50 
European representatives gathered in 
the company’s London offices, last 
week. 

Amplifiers carried the words of Mr. 
Kellogg and three associates to the 
group in London. 


Close Coast Office 


H. Walton Heegstra, Pacific coast 
manager for Blackett-Sample-Hum- 
mert, Inc., has announced that the 
agency’s coast organization will be 
discontinued Dec. 1. 


Nevada Publisher Dies 


Henry R. Mighels, publisher of 
Carson City Appeal, Carson City, Nev., 
and son of the paper’s founder, died 
Nov. 11 following a heart attack. He 
was 65 years old. 


ge 


Pittsford typography 


is so important to 
the large advertiser 
who uses it for his 
expensive space, how 
much more import- 
ant must it be to the 
smaller fellow who 
must make every 
dollar earn its own 


salt from scratch? 


BEN C. PITTSFORD CO. 


A dvertising 
T ypographers 
605 South Clark Street - Chicago 


Wabash 0-5-8-5 


TRADEMARKS 


How to Select and Register them 
alo HOW TO OBTAIN 
PATENTS ¢ COPYRIGHTS 
Write to 
Clarence A. O'Brien 


Registered Patent Attorney 
527A ADAMS BLOG., WASHINGTON, O.C 


ADAPTING A FAMOUS SLOGAN 


stimulate the circulation to active 


Wise women banish fatigue and exhaustion as do the smart Parisiennes. They 


E34 
“Frictionize” (Body Rub) . with Cheramy Floral Eau de Cologne .. . 
| 


tempo, re-energize 


; = 
they glow with vitality. 7] They find it as soothing to the skin as 


talcum, as cleansing as a hot tub... as invigorating as a cold shower... 


their bodies ‘till 


—————_ 


Cheramy, Inc., has adapted the 


famous slogan, "Motorists Wise 


Simoniz" to its new body rub. Simoniz Company has no objection, 
feeling that the new slogan will remind readers of the old. H. W. 
Kastor & Sons Co., New York, is the Cheramy agency. 


MOTORISTS LIKE 
FREE CHECKING, 
SAYS REYNOLDS 


Chicago, Nov. 17.—James Braden, 
automobile editor of Chicago Daily 
News, and Conger Reynolds, director 
ot public relations, Standard Oil 
Company of Indiana, have been con- 
ducting a debate in the News as to 
whether some of the free services 
given at filling stations to pave the 
way for sales constitute a nuisance 
er the reverse. 

Mr. Braden initiated the discussion 
by saying the present policy of the 
big chains will drive him elsewhere. 
Mr. Reynolds replied in part: 

“Our company knows from surveys 
how the public feels about its service 
procedure. In one test in Detroit. 
more than 2,200 motorists were ques- 
tioned. Out of that number, just two 
were found who resented the free 
service and only seven who objected 
without resentment. 

“All nine came around to an en- 


No Objection 
To New Slogan, 
Says Simoniz 


Chicago, Nov. 17.-—-H. L. Nehrbass, 
advertising manager of Simoniz 
Company, is contemplating with 
friendly interest the efforts of Cher- 
amy, Inc., New York manufacturers 
of eau de cologne, to convince read- 
ers of women’s magazines. that 
“Women Wise ‘Frictionize’.” 

The local company has spent sev- 
eral million dollars to admonish car 
owners that “Motorists Wise 
Simoniz.” 

Some advertising men might rea- 
son, that this registered slogan has 
been infringed by the Cheramy catch- 
line. Mr. Nehrbass concludes, how- 
ever, that the Simoniz phrase is so 
well known that it is recalled to 
women by the Cheramy version and 
that the latter’s copy is mutually 
beneficial. 

His investigation also disclosed 
that ‘Frictionize’ is a bona fide 
French word. French barbers who 
are making patrons more presentable 
usually suggest that they be ‘friction- 
ized’ as a final beauty touch. The 
American barber would ask: “Like a 
nice massage today?” 


Graham Bualoves 
Tell Color Preference 


To obtain an index of popular 
taste, Graham-Paige Motors Corpora- 
tion, Detroit, held a special “elec- 
tion” for employes this week, at 
which each worker cast a ballot in- 
dicating his preference for four color 
combinations in a field of 20 cars. 

A remarkable consistency in the 
choices made by men and women 
showed the first place winner pulling 
90 per cent of the vote. 


Appoints McJunkin 


“Advertising of Universal Tourist 
Service, Chicago, which has been or- 
ganized to aid tourists coming to the 
1933 world’s fair, has been placed 
with McJunkin Advertising Co., Chi- 
cago. 


Rossiter Forms Agency 


Ralph Rossiter, formerly a mem- 
ber of the firm of Littlehale-Burn 
ham-Rossiter, and more recently wit! 
H. W. Kastor & Sons Co., has or 
ganized Ralph Rossiter, Inc., at 565 
Fifth Ave., New York. 


Stecher, Traung Merge 


Stecher Lithograph Co., Rochester, 
N. Y., has purchased Traung Label & 
Lithograph Co., San Francisco. The 
firms have operated under an infor- 
mal co-operative agreement for sev- 
eral years. 


Open Art Studio 


J. A. Leopold and E. Weinhagen 
have established a commercial art 
studio as Leopold & Weinhagen 


FREE BOOK and FOLDER on Request 
ten cman SRR RS 


RETAILERS FAVOR 
BRANDED HOSIERY 


New York, Nov. 17.—Promotion of 
a nationally advertised brand of 
hosiery is essential to profitable 
operation of a hosiery department, 
according to a study of store prac- 
tices shortly to be released by the 
National Retail Dry Goods Associa- 
tion. 

“One large store,” the report 
states, “carries branded lines in 
order to give the customer a range 
of choice and a chance of compari- 
son with the retailer’s line of un- 
branded goods. Its policy is to carry 
on the average about 65 to 70 per 
cent in its own goods and the re- 
mainder in branded lines. 

“For stock bearing the store’s own 
brand, this store buys the very best 
it can possibly obtain, so that it will 
compare favorably with correspond- 
ing branded lines. Some nationally 
advertised brand of hosiery is apt to 
be the standard of comparison by 
which a store’s customers judge the 
retailer’s own goods. 


“Fed Up on Private Brands” 


“Another store feels that the pub- 
lic is fed up on private brands, not 
only because some stores have used 
this as a means of getting, or trying 
to get, top prices for non-standard- 
ized merchandise, but also because 
the public more and more seems to 
want merchandise made familiar to 
it through national advertising.” 
The report on the survey, which 
will appear in a forthcoming issue 
of the association’s bulletin, deals 
with hosiery-buying policies, opera- 
tion of a weekly fill-in system, pro- 
motions, sales contests, suggestive 
selling, displays, returns and control 
of expenses. 


Smith Has New Post 


S. Howard Smith, former executive 
vice-president, Tommy Armour Golf 
& Country Club, Detroit, has been 
appointed advertising and sales pro- 
motion manager of Detroit-Leland 
Hotel. 


Perfumer Names Waters 


Parfums Marlaine Cie, Paris, 
France, has appointed Waters Mer- 
chandising Corp., New York. News- 
papers, direct mail and trade maga- 
zines will be used. 


Joins Bergeron 
Wolcott Winchenbaugh has been 
named sales and advertising man- 
ager for Bergeron Piston Rings, Bris- 
tol, Conn. 


Merrell Names Geyer 


Wm. S. Merrell Co., Cincinnati, De- 
toxol tooth paste and tooth powder, 
has placed its account with The 


dorsement of the service when a 
simple explanation was given of the 
reasons for the procedure followed 
by attendants. All others questioned 
welcomed the service or were en 
thusiastically appreciative of it.” 


May Be Overzealous 


Mr. Reynolds explained the com- 
pany’s instructions to attendants and 
continued: 

“In keeping attendants keyed up to 
performance of the full service which 
the average motorist expects or de- 
mands, the result may occasionally 
be overzealousness which annoys the 
man who is seeking only gas or oil 
and does not want his time taken up 
by extra service. 

“Standard Oil would be very fool- 
ish to spend the time to train attend- 
ants to provide free window-wiping, 
free water, free air, free checking of 
oil and other helpful services if they 
were not of real value to motorists 
and generally accepted as such.” 


Form Candee & Lyman 


Candee & Lyman, Milwaukee, ad- 
vertising agency, has been formed by 
Alexander M. Candee, formerly ad- 
vertising manager of National Enam- 
eling & Stamping Co., and Ernest 
Lyman, for eight years assistant to 
the president of Quality Biscuit Co., 
in charge of sales and advertising. 


Davies is Director 


Maxton R. Davies, Jr., son of the 
agency’s founder, has been elected a 
director and secretary of Foster & 
Davies, Inc., Cleveland. Mr. Davies 
has been connected with the agency 


since his graduation from Yale in 
1928. 


Publish Special Edition 


A special “police and fire” edition 
of Atlanta Constitution will be pub- 
lished Nov. 20. The advertising in 
this edition was sold by the police 
and fire departments, whose benefit 
funds receive a portion of the rev- 
enue. 


To Publish Monthly 


Heating Journals, Inc., 167 Madi- 
son Ave., New York, has announced 
hat the first issue of Air Condition- 
ng, a new monthly, will appear in 
January. P. E. Fansler will be edi- 
tor, and A. G. Winkler advertising 
manager. 


Prager on Committee 
Wm. A. Prager, vice-president, 
Daken Advertising Agency, Seattle. 
Wash., has been named a member of 
the radio committee of U. S. Junior 
Chamber of Commerce. 


Represents “Eagle” 

J. C. Billingslea Co., Chicago, has 
been named western representative 
for the Eagle Magazine, South Bend, 
Ind. 


Rockey Joins W. B. S. 

Howard Rockey, formerly with 
Lord & Thomas, has been named 
publicity director of World Broad- 


Studios, 154°Nassau St., New York. 


Geyer Co., Dayton. 


casting System, New York. 


— 
ee 


National Sales 
Club Founded 
In Windy City 


Chicago, Nov. 17.— With but two 
meetings held, membership in Na. 
tional Sales Club, Inc., now approxi. 
mates 160, with several hundred ap. 
plications on hand. As soon as 1,000 
members are obtained, chapters wil] 
be formed in other cities throughout 
the country. 

C. Carroll Spear, resident vice. 
president, National Surety Co., is 
chairman of the new organization ag 
well as its founder. The idea took 
hold spontaneously, as one of the by. 
laws provides “not for profit —no 
salaries for anyone.” 

Objectives are given as “A way to 
know more people, to mingle with 
other sales executives, to exchange 
ideas, to enjoy good fellowship.” 

The membership roster reveals 
both national advertisers and others 
not ordinarily associated with a sales 
club, such as doctors and lawyers. 

Among the officers are a Supreme 
Diplomat and a Supreme Optimist, as 
well as Chief of Zkin-Zizzlers, or 
degree team. Meetings heretofore 
have been confined to a monthly 
dinner at the Knickerbocker Hotel, 
but a monthly sales forum is planned 
in addition. 


Racey Joins Brennan- 
Brown-Racey Agency 


Erle Racey, past governor of Tenth 
District, A. F. A., and for six years 
associated with Tracy-Locke-Dawson, 
Inc., Dallas, Tex., has joined Bren- 
nan-Brown-Racey, Inc., Dallas and 
Houston agency, as vice-president. 

Mr. Racey will divide his time be- 
tween the two offices. 


Allen Joins Lipe 


Gould Allen has been appointed 
sales manager of W. C. Lipe, Inc, 
Detroit, transmissions. 


Advertising & Anything 


Cs Cat Whetlinn > 


Advertising Agency 


Worcester, Mass. 


BEST BY COMPARISON 
“AJA X= 


PHOTOSTAT 
COPIES | 


am LET US SERVE YOU om 


__33 W.ADAMS ST. CHICAGO ] 


Anytime 


Anywhere 


FOR THOSE WHO 
LIKE THEIR CAR 
TOONS WITH LOTS 
OF SPIRIT, CALL 


Sib 
ADVERTISING CARTOONS 


HARRISON 32@ 
29 QUINCY ST 
CHICAGO 


aN) 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ; 310 East 45th St 
CHICAGO « 210 So. Despliaine &- 


and 34 other cities 
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November 19, 1932 


ADVERTISING AGE 


———— 


REGISTRATION AT 
A.N.A. MEETING 


Atlantic City, N. J., Nov. 18.— 
Registration at the meeting of As- 
sociation of National Advertisers, 
which closed here today, included: 


Members 


R. A. Applegate, E. I. du Pont de 
Nemours. 

J. F. Apsey, Black & Decker. 

A. K. Barnes, Armstrong Cork Co. 

J. C. Bebb, Otis Elevator Co. 

J. E. D. Benedict, Metropolitan 
Life Insurance Co. 

Robert V. Buecus, Andrew Jergens 


Co. 

Robert D. Black, Black & Decker. 

F. L. Blanchard, (Retired) Henry 
L. Doherty & Co. 

Elon G. Borton, La Salle Extension 
University. 

Arthur H. Boylan, Drackett Chem- 
ical Co. 

Murray Breese, Health Products 
Co. 
Lee H. Bristol, Bristol-Myers Co. 
Allan Brown, Bakelite Corp. 

Ralph Starr Butler, weneral Foods 


Corp. 
R. C. Byler, S. K. F. Industries. 
B. B. Caddle, Copper & Brass Re- 
irech Ass'n. 
& Edward T. Caswall, Climalene Co. 
~* ‘H. H. Caswell, W. F. Young, Inc. 
«Bennett Chapple, American Roll- 
ing Mill. 
G. C. Congdon, Jones & Laughlin 
Steel Corp. 
T. T. Cook, American Tel & Tel. 


Co. 

W. J. Daily, General Electric Co. 

A. N. Dingee, Electric Storage Bat- 
tery Co. 

J. Leo Dowd, International Silver 
Co. 

Ken R. Dyke, Johns-Manville Corp. 

J. W. Dunbar, General Electric Co. 

Paul Ellison, Hygrade Sylvania 
Corp. 
Cc. T. Farnham, American Stove 
Co. 

Gates Ferguson, Postal-Telegraph. 

Elisworth Gale, Johnson & John- 
son. 

Dan Gerber, Fremont Canning Co. 
Png L. Gouedy, Eagle-Picher Lead 
0. 

Lydia Pinkham Gove, Lydia E. 
Pinkham Medicine Co. 

Leo Greendlinger, Alexander Ham- 
ilton Institute. 

Wm. B. Griffin, International Sil- 
ver Co. 

W. A. Grove, Edison General Elec- 
tric Appliance Co. 

Philip C. Handerson, B. F. Good- 
rich Rubber Co. 

Mac Harlan, Household Finance 
Corp. 


Nemours. 
Carlton Healy, Eastman Kodak Co. 
N. Thompson Hooper, Mallory Hat 
Co 


E. Kenneth Hunt, Champion 
Coated Paper Co. 

H. C. Ilium, The Wahl Co. 

H. V. Jamison, American Sheet 
and Tin Plate Co. 

Turner Jones, Coca-Cola Co. 


& Libby. 
eo J. Khrs, Remington Arms 
0. 

Edward M. Keeler, Mallory Hat Co. 
s P. J. Kelly, B. F. Goodrich Rubber 
0. 

Cliff Knoble, Chrysler Corp. 
Joseph M. Kraus, A. Stein & Co. 
C. L. Landon, Canada Dry Ginger 
Ale, Inc. 

W. H. Leahy, Dennison Mfg. Co. 

Ralph Leavenworth, Westinghouse 
Electric Co. 

Bernard Lichtenberg, 
Hamilton Institute. 

Theodore Marvin, Hercules Powder 


Alexander 


Co. 
Lucien P. Pocke, Ethyl Gasoline 
Corp. 
J. N. McDonald, Anaconda Copper 
Mining Co. 
P _ McEldowney, H. L. Doherty 
0. 


e Allyn B, McIntire, Pepperell Mfg. 
0. 


William C. Martens, Johnson & 
Johnson. 

Sidney Matz, Ex-Lax, Inc. 

Herbert Metz, Graybar Electric Co. 

H. S. Morris, Quaker State Oil Re- 
fining Co. 

Ernest M. Oswalt, Campana Cor- 
Poration. 

Mary Pitman, 
Medicine Co. 
P H. Platt, Kraft-Phenix Cheese 


Lydia Pinkham 


Ben N. Pollak, Richfield Oil Corp. 
of N. Y. 


Allan T. Preyer, Vick Chemical Co. 


Wm. A. Hart, E. I. du Pont de@jco 


Arthur H. Kahne, Libby McNeill] C 


Carl W. Priesing, The Wahl Co. 
Elizabeth H. Rice, The Warner 
Bros. Co. 
H. W. Roden, Johnson & Johnson. 
Walter S. Rowe, Estate Stove Co. 
Howard E. Sands, The Mennen Co. 
M. L. Schaeffer, National Tube Co. 
W. E. Smith, Swift & Co. 
C. Jerry Spaulding, M. Whittall 
Associates, Ltd. 
John E. Stewart, Reid Ice Cream 


0. 

H. B. Thomas, The Centaur Co. 

Theodore Thorsen, Viscose Co. 

W. W. Tomlinson, Scott Paper Co. 

F. T. Tucker, B. F. Goodrich Co. 

Robert Waddell, Hamilton Watch 
Co. 

H. M. Warren, National Carbon Co. 

Elmer T. Wible, Pittsburgh Steel 
Co. 

Wm. A. Wolff, Western Electric 
Co. 

John P. Young, Armstrong Cork 
Co. 

Frank H. Cole, Peter Henderson 
and Co. 

Claudius Pendell, Towle Mfg. Co. 

G. N. Buchanan, Black and Decker. 

John A. Shooner, Viscose Co. 


Guests 


W. B. Benton, Benton & Bowles, 
Inc. 

John L. Irvin, Cleveland Press. 

James O’Shaughnessy, Outdoor Ad- 
vertising, Inc. 


Ralph K. Strassman, American 
Weekly. 
Victor Whitlock, United States 
Daily. 


Edgar Kobak, McGraw-Hill Pub- 
lishing Co. 

Wm. M. Hewitt, The Foreign Lan- 
guage Field Service. 

George Fowler, Newell-Emmett Co. 

Wilbur L. Arthur, Paul Block and 
Associates. 

Jean Bannvart, 
and Cecil. 

John Benson, American Associa- 
tion of Advertising Agencies. 

F. H. Berend, Hearst Hotels, Inc. 

Ray Bill, Sales Management. 

Howard Black, Time, Inc. 

Fred Bohen, Meredith Publishing 
Co. 

Charles Luckey Bowman, Cowan 
and Dengler. 

Frank Braucher, Crowell Publish- 
ing Co. 

Vernon Brooks, New York World 
Telegram. 

Thomas D’Arcy Brophy, Kenyon 
and Eckhardt, Inc. 

G. F. Chelf, Curtis-Martin News- 
papers. 

Arthur Cobb, Jr., Pedlar and Ryan. 

Frederick H. Cone, Andrew Cone 
General Advertising Agency. 

Aglar Cook, Topics Publishing Co. 

Harold W. Cook, National Geo- 
graphic Magazine. 

A. L. Cole, Popular Science Monthly. 

Ned Doyle, Cosmopolitan. 

Gilbert H. Durston, Retail Ledger. 
Morris M. Einson, Einson-Freeman 


Cecil, Warwick 


H. N. Fahrendorf, Jewelers Circu- 
lar. 

L. D. Fernald, Evans Publishing 
Corp. 

A. J. Fernadez, Curtis Publishing 
Co. 
A. W. Fischer, Amos Parrish Co. 

P. A. Fletcher, St. Louis Post Dis- 
patch. 

George S. Fowler, Newell-Emmett 


0. 
C. W. Fuller, Publishers’ Represen- 
tative. 

K. S. Fulton, Outdoor Advertising, 
Inc. 

N. W. Geare, Geare-Marston, Inc. 

A. C. G. Hammesfahr, Metropolitan 
Sunday Newspapers. 

Herbert T. Hand, Jr., Batten, Bar- 
ton, Durstine and Osborn. 

Francis W. Hatch, Batten, Barton, 
Durstine and Osborn. 

Ray H. Haun, Curtis Publishing 
Co. 

D. L. Hedges, Good Housekeeping. 

F. T. Hopkins, National Outdoor 
Advertising Bureau. 

John L. Irvin, Cleveland Press. 

F. P. Ives, Crowell Publishing Co. 

E. P. H. James, National Broad- 
casting Co. 

Robert E. Johnson, Time. 

F. C. Kendall, Advertising and 
Selling. 

Howard C. Kennedy, Red Book. 

T. Wiley Kinney, Pictorial Review. 

W. C. Krause, Ralph H. Jones Co. 

S. R. Latshaw, Butterick Publish- 
ing Co. 

Philipp W. Lennen, Lennen and 
Mitchell. 


Gilbert Lucas, New York Theatre 
Program Corp. 


Earl R. Macauvandt, Parents Maga- 
zine. 


L. E. McGivena, New York News. 


H. W. McGraw, McGraw-Hill Pub- 
lishing Co. 


E. A. McHugh, National Magazine 


Katherine McNelis, Tower Maga- 
zines. 
C. H. Marston, Geare-Marston, Inc. 
J. E. Mason, Business Week. 
B. Mattewson, Major Market 
Newspapers. : 
J. Paul Maynard, Christian Herald. 
E. Meridith, Meridith Publishing 
Co. 
Dwight M. Mills, McGraw-Hill Pub- 
lishing Company. 
Herbert H. Moloney, Paul Block 
and Associates. 
J. B. Montgomery, J. B. Montgom- 
ery Co. 
George E. Munro, Christian Science 
Monitor. 
Howard Myers, Architectural 
Forum. 

Malcom Niebuhr, Outdoor Advertis- 
ing, Inc. 

Robert W. Orr, 
Mitchell. 

T. D. Palmer, New York Times. 

H. J. Payne, Associated Business 
Papers, Inc. 

J. M. Peterson, 
Newspapers. 

Robert E. Potter, Chicago Journal 
of Commerce. 

John L. Powers, John L. Powers Co. 

George A. Riley, American Press 
Association. 

D. E. Robinson, Federal Advertis- 
ing Agency. 

Norman E. Rose, Christian Science 
Monitor. 

Thomas L. L. Ryan, Pedlar and 
Ryan. 

Val A. Schmitz. 

Naomi Donna Shaw, Fairchild Pub- 
lications. 


Lennen and 


Scripps-Howard 


Association. 
Lawrence L. Shenfield, Pedlar and 
Ryan. 
Robert M. Simpers, Simpers Co. 
W. H. Smith, Curtis Publishing Co. 
George G. Steele, Philadelphia En- 
quirer. 


lishing Co. 
Earl B. Stone, Curtis Publishing 
Co. 
Fred Stone, Parents Magazine. 
Rodney B. Stuart, McCall Co. 
Edwin A. Suthhin, New York Sun. 
Douglas Taylor, Printers Ink. 


NOVEMBER ADVERTISING LINEAGE IN MAGAZINES 


General 1931 1932 
American Golfer .... «..-- 4,743 
American Home ..... 16,667 10,562 
Arts & Decoration.... 27,944 12,285 
Better Homes & Gar- 

SO coe ngeeeeesees 14,169 8,738 
Burroughs’ Clearing 

TOE bccovncsceses 8,181 5,222 
Country Life ......... 31,518 13,353 
Field & Stream...... 12,250 8,610 
NN, cc denesee ons. eumen 25,675 
Fur-Fish-Game ...... ...-.. 6,143 
Home & Field........ 16,250 10,179 
House & Garden ..... 38,833 20,362 
House Beautiful ..... 21,690 7,707 
Hunter - Trader -Trap- 

Pe schavah bneeees«@ 12,626 8,864 


Hunting & Fishing... 
Modern Mechanic .... 13,296 8,068 
National Geographic.. 17,480 6,794 
National Sportsman... 10,360 8,369 


8,819 6,621 


Nation’s Business .... 28,343 15,556 
Outdoor America .... 5,140 3,225 
Outdoor Life ........ 7,266 6,435 
Popular Mechanics .. 21,062 14,163 
Popular Science ..... 17,027 11,234 
Scientific American .. 3,971 4,056 


15 
Sports Afield ......... 7,412 7,266 
BOOTtRMMAR 2. cccccces 14,759 11,693 
GS io hs Fs Fie hOc0 He He 44,887 21,155 
WrOwe |. «od cb alaskecte bbe are 5,536 
Vane Wels sic: s cee 29,577 14,144 
Total group .....-- 419,527 286,758 
Mail Order 
Blade & Ledger ..... 4,383 4,314 
ee ee eae 5,361 5,729 
Good Stories ........-; 7,166 2,809 
Hearth & Home...... 7,150 2,809 
Home Cirele® «0 osicc005.. deves 1,701 
Home Friend ........ 5,551 2,438 
Household Journal 4,294 2,056 
Illustrated Mechanics. ..... 1,899 
MOSS ccoc cetvecse ls 3,124 2,229 
Sovereign Visitor .... 3,299 1,361 
Patel SIOCD «0.«0.0 0» 40,328 27,345 


—The Advertising Record Company. 
Too Late to Classify 


Christian Herald .... 17,467 11,685 
Colleme FAGMePr .o-sce sree 5,617 
Futura Publications... 6,350 7,382 
Picture Piay ..ccecces 7,071 6,406 
The Instructor ...... 13,616 11,853 


Allan E. Shubert, Religious Press | gg 


A. W. Stockdale, Needlecraft Pub- | ; 


E. W. Timmerman, Good House- 
keeping. 

Harry Tipper, Forbes Magazine. 

Ralph Trier, New York Theatre 
Program Corp. 

Charles A. Underhill, National Geo- 
graphic Magazine. 

P. E. Ward, Farm Journal. 

Paul Warwick, Cecil, Warwick and 
Cecil. 

Emile R. Weadon, Pictorial Review. 

R. T. Whitney, Red Book. 

Edwin E. Zoty, McFadden Publica- 
tions. 
Walter H. Burnham, Doremus and 


H. K. Boice, Columbia Broadcast- 
ing Co. 

Walter P. Burn, Bureau of Adver- 
tising, American Newspaper Publish- 
ers Association. 

Roy Dickinson, Printers Ink. 
Warren C. Agry, Good Housekeep- 


ng. 

Clifton C. Andrews, H. D. Beach 

Co. 

John Ramsey, John Ramsey, Inc. 
Press 


G. D. Crain, Jr., ADVERTISING AGE. 
Harold Monahan, ADVERTISING AGE. 


Manuel Rosenberg, The Artist € 
Advertiser. 

Bernard Grimes, Printers’ Ink. 

Herbert L. Stevens, New York Eve- 
ning Post. 

Additional Member Registrations 

H. E. Green, RCA Victor. 

P. L. Thomson, Western Electric 
Co. 


Barbasol Increases 


Radio Advertising 


Carson J. Robison, hill-billy singer 
and two-tone whistler, and his Pio- 
neers will go to work for Barbasol 
Nov. 29, utilizing the NBC-WEAF 
network Tuesdays and Thursdays at 
7:30 p. m., E. S. T. 

The new program is directed by 
Erwin, Wasey & Co., which also 
places the company’s two other chain 
programs. 


Joins “Globe-Democrat” 


Edward H. Benedict, formerly with 
Benton & Bowles and Erwin, Wasey 
& Co., has joined the New York ad- 
vertising office of St. Louis Globe- 
Democrat. 


10th FLOOR 


Co. 


Name)... 3c: 
Position .... 
Office or Home address......... 


Cely ond State, ..sciciaes 6 


THE BREWING INDUSTRY 


An Independent National Newspaper 
for the Brewing and Allied Industries 


Published on the First and Third Saturday of Each Month. 


475 FIFTH AVENUE 
Telephone Caledonia 5-3446 


An entirely new type of publication featuring every 
item of vital interest to the revised and revived industry. 
Its purpose is constructive. Its contents comprehensive. 


Everyone directly or indirectly interested in what will 
soon be a new flourishing industry will want to subscribe. 


Each issue will be packed to overflowing with facts and 
features of interest to every cereal beverage manufac- 
turer, every owner of active and inactive breweries, brew 
masters and brewing executives, maltsters, cooperage 
concerns, equipment manufacturers in a position to sup- 
ply the millions of dollars of necessary machinery and 
supplies, salesmen seeking new and profitable business 
prospects, architects equipped to design or make over 
big plants, bottlers, cap manufacturers, printers, engrav- 
ers, label manufacturers, and lithographers. 


The subscription price is $2 a year in advance. The blank 
below is for your quick convenience. 


NEW YORK 
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ADVERTISING AGE 


November 19, 1932 


D.M.A.A. VOTES 
ON CHANGES IN 
CONSTITUTION 


Plan to Enlarge Scope of 
Association 


Detroit, Mich., Nov. 18.—Important 
changes in the membership struc- 
ture, make-up of the board of gover- 
nors, and scale of dues will be made 
by Direct Mail Advertising Associa- 
tion if proposed amendments to the 
constitution, which were submitted 
to a mail vote of members yesterday, 
are approved. 

Highlights of the new plan, worked 
out by a special plan committee ap- 
pointed by President Wight and com- 
posed of Leonard J. Raymond, 
Dickie-Raymond Company, Boston, 
chairman; Edson S. Dunbar, Crocker 
McElwain Company, Holyoke, Mass., 
and Charles A. Bethge, Chicago Mail 
Order Company, include: 

Division of the membership into 
three major groups composed of 
users, producers and suppliers, with 
the last two further divided into 
local and national, and an educational 
group. Dues will range from $80 per 
year for members of the national 
suppliers’ group down to $10 for 
members of the educational group. 


Plan Equal Representation 


Enlargement of the board of gov- 
ernors to eleven members, with 
three to be selected from each of the 
three major groups, and one each 
representing Canadian and western 
members. 

Automatic retirement from the 
board of any member, who because of 
change of position or duties, ceases 
to represent the group from which 
he was elected, thus guaranteeing 
equal representation from each ma- 
jor group at all times. 

“A careful analysis of the activi- 
ties of the association over the past 
several years indicates that the asso- 
ciation under its present method of 
operation, is not receiving the sup- 


PROPOSED ORGANIZATION FOR D. M. A. A. 


DIRECT MAIL ADVERTISING ASSOCIATION 
Organization of Efforts and Actwily 


PRODUCERS 


Canadian (1) 
Wesfera (1) 


— 
PRESIDENT 


t 
/ Tivil 
Promotional Activity 


Members of Direct Mail Advertising Association are voting by mail 
on important changes to the by-laws which, if approved, will allow 
the organization to increase the scope of its activities. The chart 


indicates proposed 


organization plans. 


port of many of those who are its 
most logical supporters,” the com- 
mittee asserted in submitting the 
proposed amendments. 

“The present services and activi- 
ties of the association are obviously 
not sufficient to attract a wide and 
powerful membership. The new plan 
looks forward to an extension of 
activities which will make member- 
ship more desirable to all groups 
connected with direct mail. 

“Gradually a plan of activities has 
been developed which would bring 
into action such large groups as the 
paper equipment and envelope manu- 
facturers, the printers, letter produc- 
ers and counselors and the mail 
order and general advertiser 
groups.” 

To Expand Activities 


If the new organization is ap- 
proved by members, it is planned to 
departmentalize the work of the 
association into three divisions, one 
for users, one for producers and sup- 
pliers, and one to handle general 
activity, such as membership, edu- 
cational and legislative effort. 

An executive manager, working 
with the president and with repre- 


es.... The 
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sentatives of each field, will have 
charge of the expanded activities, 
with the main object of stimulating 
continual and localized direct mail 
activity throughout the year. 


Advertising of 
Coca-Cola to Be 


Increased in ’33 


Atlanta, Ga., Nov. 17.—In declaring 
regular dividends on both common 
and preferred stock this week, direc- 
tors of Coca-Cola Company indicated 
their opinion of advertising by an- 
nouncing that the company’s  ap- 
propriation for 1933 will be larger 
than that for this year, which ex- 
ceeded all previous marks. 

Earnings for the first nine months 
of 1932 on common stock were $7.30 
per share after payment of taxes and 
dividends on class “A” stock, com- 
pared with $9.23 last year. 

Most of the drop was in the third 
quarter, and was to be expected, ac- 
cording to President R. W. Woodruff, 
because of new taxes which not only 
reduced profits but which caused ex- 
cessive purchases by the trade in the 
second quarter. 


“Bradstreet’s Weekly” 


Expands Organization 


With the inauguration of new and 
aggressive policies, Bradstreet’s 
Weekly, 64-year old business and 
financial publication of the Brad- 
street Company, New York, has made 
several additions to the staff. 

Walter I. Hughes, who has special- 
ized in the reorganization of publish- 
inging companies, has been appointed 
publication manager. He has been 
identified as promotion and business 
manager with Hearst magazines, 
McCall’s, New York Times and the 
New York Daily Investment News. 

Joseph Stagg Lawrence has been 
appointed editor. Frank Greene, 
with the publication 48 years, be- 
comes Editor Emeritus. 


Leonard Dreyfuss 
Spends Busy Week 


Leonard Dreyfuss, president of the 
United Advertising Corp., New York, 
addressed the Rotary Club of New- 
ark Tuesday. On Wednesday he ap- 
peared on the program of the Cham- 
ber of Commerce of Altoona, Pa. He 
completed his week’s quota of 
speeches in behalf of advertising with 
a talk to the Women’s Advertising 
Club of New York. 

On two occasions his subject was, 
“What Have We Learned from the 
Depression?” 


Reid with Constantine 


George I. Reid has joined W. W. 
Constantine, New York publishers’ 
representative. He will continue as 
advertising manager of the American 
Travel Agents’ Magazine. 


Denny Leaves WHO 


Charles E. Denny, formerly man- 
ager of WHO, Des Moines, has joined 
Stoner-McCray, department store, as 
manager of the radio department. 


LOTS OF MONEY, 
BUT BORROWERS 
HARD 10 FIND 


That’s Problem Facing Fi- 
nancial Advertisers 


Chicago, Nov. 16.—*Wanted—some- 
thing to advertise.” 

While this phrase will never ap- 
pear in the classified columns of 
newspapers, it accurately describes 
the problem confronting the coun- 
try’s banks, it was indicated at to- 
day’s gathering of Chicago Financial 
Advertisers. 

The meeting, scheduled to discuss 
budgets and budget-making under 
the chairmanship of Guy Cook, First 
National Bank, soon left that subject 
for the more important one of what 
to offer in current advertising. Ref- 
erence was made to a Washington 
dispatch in today’s newspapers, re- 
citing that another Chicago bank 
has withdrawn as a postal savings 
depository. 

Banks now pay 2% per cent for 
postal savings funds. But the pres- 
ent difficulty of banks is not in get- 
ting money, but in finding profitable 
use for the deposits overflowing their 
coffers. As Mr. Cook pointed out, 
the supply of money exceeds current 
credit by a considerable margin. 
Many manufacturers still have ample 
reserves and it is the presence of 
these reserves which account in part 
both for the bulging monetary sup- 
plies of banks and lack of responsible 
borrowers. 

A New Task 


“Banks haven’t learned to adver- 
tise for loans,” continued Mr. Cook. 
“There has been some advertising of 
this character, but on the whole, this 
is an unbeaten trail.” 

Carroll Dean Murphy summoned 
up a spectre or two when he spoke 
of the ill will existing toward banks 
in some parts of the country. While 
institutional advertising now has few 
friends, it may yet prove to be the 
banker’s staunchest ally, he sug- 
gested. 

Mr. Cook remarked that banks are 
as good as they ever were—in fact, 
better. The question is how to tell 
this story. 

The whole theory of advertising 
of stock and bond issues is likely to 
be overturned by the arrival of the 
lawyer on the scene, another speaker 
warned. He pointed out that some 
large financial houses developed a 
method of using small space effec- 
tively in a large number of news- 
papers. 

With both sellers and buyers ot 
such issues in a super-sensitive mood, 
the lawyer is now dictating a con- 
siderable percentage of the financial 
advertising of this type. 


Foresee Changed Copy 


This new advertising expert takes 
the view that the copy should tell 
the truth, the whole truth and noth- 
ing but the truth. While the desira- 
bility of the last stipulation is con- 
ceded, the second requires plenty of 
white space and agate type. If cur- 
rent financial copy looks peculiar, 
that’s the reason, it was said. 

This speaker pointed out that with 
the lawyer in the saddle, larger space 
units will be the rule, but they will 
appear in only a few papers. 

The discussion of budgets seemed 
to indicate that bank advertising 
Managers are more concerned with 
fundamentals and less about detail 
than formerly. “What’s the difference 
whether you break down your budget 
into departments or not?” asked one. 
“The bank pays for the whole thing 
anyway.” 

He confessed, however, that he is 
fortunate in having an advertising- 
minded banker for his superior. 


Quaker State Appoints 


Kenyon & Eckhardt, Inc., New 
York, have been appointed by Quaker 
State Oil Refining Co., Oil City, Pa., 
motor oils and lubricants. 


———., 


“Common Sense” 


To Be Published 
By Senator’s Son 


Nov. 17.—Alfred M. Bingham, son 
of Senator Hiram Bingham, has 
formed Common Sense, Inc., with 
Selden Rodman and C. C. Nicolet, to 
publish Common Sense, a_ semi- 
monthly national magazine expres- 
sing a radical viewpoint free from 
political affiliations. 

“We expect to publish a magazine 
in what loosely is called ‘popular 
style,’ he said. It will be more fac- 
tual than magazines devoted purely 
to opinion. I think it’s easier to get 
clear thinking over with facts than 
with long-winded argument.” 

The publication will endeavor to 
uncover facts withheld by politicians. 
The editorial viewpoint will reflect 
the belief that a system based on 
competition for private profit can no 
longer serve the general welfare, 
which the editor declares is not in- 
consistent with American ideals of 
liberty, democracy and equality of 
opportunity. 

The magazine’s first objective will 
be to unite all radical parties in the 
calling of a Constitutional conven- 
tion to adapt the principles of the 
American Revolution of 1776 to mod- 
ern needs. As emergency measures, 
it will recommend adequate relief for 
unemployed by taxing unearned in- 
comes and inheritance, national con- 
trol of banks, currency and credit 
and a moratorium on debts. 


Sneider, Richland 
Form Direct Agency 


A. M. Sneider, formerly with the 
National Catalogue Service Co., and 
I. S. Richland, formerly with Para- 
mount Taxicab Co., have formed a 
direct advertising organization, 
Sneider-Richland Co. 

Offices have been opened at 450 
Seventh Avenue, New York. 


AvpverrisiING is an 
investment—but you 
need not sit and 
wait for returns. 
Hook it up to the 
store or window— 
and watch dividends 
come in! 


EINSON-FREEMAN CO, 
LITHOGRAPHERS 


Roceinlivlitg 
po WUICLOW cand 


store display 
adverjising 


NEW YORK... Starr & Borden Aves., Long Island City 
| rere Wrigley Building 
BOSTON, MASS........ 302 Park Square Building 


GET THESE FACTS 


On Direct-to-the-eHome 
Sampling & Distribution 


>: us explain how na- 
tional advertisers use 
the services of “Big 4” in 
conducting advertising and 
sampling campaigns. 
You'll be surprised: the 
results achieved—the co- 
operation we furnish—the 
low cost—the possibilities 
for greatly increased sales. 
Our library of Direct-to- 
the-Home advertising lit- 
erature is open to every 
interested advertising 
agency or advertiser. 


Big 4 Advertising Carriers 
20 E. Eighth St. Chicago 
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ADVERTISING AGE 


150,000 ENTER 
AUTOGRAPHS IN 
PRIZE CONTEST 


New York, Nov. 17.—More than 
150,000 boys and girls under 16 
whiled away the long summer vaca- 
tion by collecting autographs in the 
contest sponsored by the Waterman 
Company, manufacturers of pens and 
inks. The agency, the Frank Pres- 
brey Company, had estimated that 
about 50,000 would participate. 

The contest ran from May 1 to Oct. 
1. The grand prize was $1,000, and 
there were 132 other cash awards 
totaling $2,500, as well as 200 prizes 
of pens and pencils. Announcement 
advertising appeared in the comic 
sections of 19 leading newspapers 
and four juvenile publications. 

The advertisements bore a coupon 
to be exchanged at the dealer’s store 
for a free autograph album. About 
70 per cent of the entrants were en- 
rolled in this way, the remainder re- 
sponding to a point-of-purchase cam- 
paign. 

While ownership or purchase of 
Waterman products was not re- 
quired of contestants, dealers took 
advantage of the opportunity pre- 
sented by requests for albums to rec- 
ommend the advertiser’s pens and 
inks. They pointed out that it would 
be embarrassing when contacting a 
prominent person to be without a 
good pen, that autographs neatly 
written with a Waterman helped to 
win and that the permanent value of 
the collection would be enhanced by 
Waterman inks. 


Contestants Keep Collections 


Contestants were permitted to 
keep their collections, a favor which 
winners appreciated and which losers 
accepted as consolation. In mention- 
ing this privilege, the announcement 
advertising pointed out that such col- 
lections had sold for thousands of 
dollars. 

Entrants were followed up with 
postcards giving encouraging sugges- 
tions and calling attention to the 
closing date. Parents gave their sup- 
port in the belief they were encourag- 
ing an educational activity. 

In concluding the promotion the 
prizes were awarded by local dealers, 
who arranged ceremonies in keeping 
with the importance of the various 
prizes. In most cases the presenta- 
tion event was preceded by a win- 
dow display featuring the award. 

An unforeseen benefit was the re- 
quest by department stores for a spe- 
cial display or educational exhibit 
comprising the outstanding entries. 
The display, with the merchandise 
closely tied-in, has left for a tour of 
leading stores. 


Macaroni Men to 


Resume Promotion 


Eastern members of the National 
Macaroni Manufacturers’ Association 
have endorsed a plan for co-operative 
radio advertising. 

Other promotion plans will be con- 
sidered at the midwinter meeting in 
Chicago in January. 


Waters Has Rite Form 


Rite Form Corset Company, New 
York, has appointed the Waters Mer- 
chandising Corp., New York. The 
line will be marketed through key 
department stores, and newspapers, 
direct mail and trade papers will be 
used. 


To Exhibit Oil Burners 


An oil burner show for the public 
and the industry will be held in Chi- 
cago June 12-16 under the auspices 
of the American Oil Burner Associa- 
tion, New York. About 4,000 dealers 
are expected to attend. 


Roy Is Transferred 


Arthur C. Roy, formerly in the 
Sales promotion department of the in- 
Candescent lamp department of the 
General Electric Co., Schenectady, 
N. Y., has been transferred to the 
advertising division of the air con- 
ditioning department. 


IN NEW POST 


Younggreen 
Joins Reincke- 
Ellis Company 


Chicago, Nov. 17.—Charles C. 
Younggreen, formerly of McJunkin 
Advertising Company and Dunham, 
Younggreen, Lesan Company, has 
joined Reincke-Ellis Company as 
executive vice-president. 

Mr. Younggreen is well known in 
advertising circles. He is a former 
president of International Advertis- 
ing Association and of Advertising 
Federation of America, a former di- 
rector of American Association of 
Advertising Agencies and of Audit 
Bureau of Circulations, and is at 
present a director of National Better 
Business Bureau. 

Before entering the agency field 
Mr. Younggreen was a publisher in 
Topeka, Kan., and sales and adver- 
tising manager of J. I. Case Plow 
Works. 


Bottlers Discuss 


Co-operative Effort 


The possibilities of a co-operative 
advertising campaign to promote the 
sale of carbonated beverages re- 
ceived much attention at the annual 
convention of American Bottlers of 
Carbonated Beverages in Cleveland, 
Nov. 16-18. 

Merle Thorpe, Nation’s Business, 
was one of the principal speakers at 
the meeting. 


“Brewery Engineering” 
Enters Publishing Lists 


The first issue of Brewery Engi- 
neering, new monthly for the brewing 
field, will be issued in January by 
Brewery Engineering Co., 222 N. 
Wells St., Chicago. 

J. L. Marshall will be editor, and 
Tom Wilson, formerly western editor 
of Power, associate editor. 


C. L. Bowman Joins 
Cowan & Dengler 


Charles Luckey Bowman has joined 
Cowan & Dengler, Inc., New York 
agency, as vice-president and direc- 
tor. 

He has specialized in the market- 
ing of drug products since graduat- 
ing from Princeton in 1912, and was 
formerly vice-president and general 
manager of Stanco, Inc. 


Industrial Group 


Plans Conference 


An industrial marketing confer- 
ence will be held in Pittsburgh Dec. 
5-6 under the auspices of the Ameri- 
can Management Association, New 
York. 

C. J. Stilwell, vice president of the 
Warner & Swasey Co., is in charge of 
the program. 


Offer Colored Wieners 


A Chicago packer is introducing 
red, white and blue wieners, a color 
appeal intended as a temptation to 
“hot dog” addicts. 


Joins Kenyon & Eckhardt 


Ralph W. Collette has joined Ken- 
yon & Eckhardt, Inc., where he will 
be in charge of the accounting de- 
partment. 


There Is Only One 


There is only one hospital journal whose 
editorial service has been marked by such real 
leadership and practical value as to win recog- 
nition for its notable contributions to the prog- 
ress of the field. 


That journal is HOSPITAL MAN- 
AGEMENT. 


There is only one hospital publication 
whose editorial appeal and circulation alike are 
concentrated upon the administrators—the 
buying power of the field. 


That publication is HOSPITAL MAN- 
AGEMENT. 


There is only one magazine in the hospital 
field whose editorial and publishing standards 
are indicated by membership in the Associated 


Business Papers, Inc. 


That magazine is HOSPITAL MAN- 
AGEMENT. 


There is only one medium in the hospital 
field which demonstrates coverage of the 
primary hospital market—the A. C. S. “ap- 
proved list'"—to the extent of over 80 per 
cent of bed capacity, by actual count. 


That medium is HOSPITAL MAN- 
AGEMENT. 


There is only one hospital journal which 
has been published for more than sixteen years 
without change of ownership or management, 
which has never surrendered its independence, 
and which has never been optioned, merged or 


subjected to outside influence or control. 


And that journal, too, is HOSPITAL 
MANAGEMENT. 
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RADIO STATIONS 


GIRD FOR FIGHT 


ON COPYRIGHTS 


(Continued from Page 1) 
during his nine years there being 
widely known. He accepted the of- 
fice, however, with the understanding 
that a plan approved at the meeting 
for the selection of some prominent 
man to represent the Association be- 
fore the public would be carried out 
as soon as possible. 

A warning that excessive com- 
mercialization would increase the 
already serious danger of hostile 
legislation was sounded by Harold 
A. LaFount, acting chairman of the 
Federal Radio Commission. The 
Commission’s broad powers over the 
establishment and operation of broad- 
casting stations, made necessary by 
the limitations of the available com- 
mercial broadcasting frequency band 
in the United States, will be invoked 
against stations guilty of objection- 
able practices, as they have been fre- 
quently in the past, according to Mr. 
Lafount. 


Warns of Carelessness 


He enumerated among such prac- 
tices the broadcasting of advertising 
programs without careful censorship 
by the station to place reasonable 
limits on advertising material; the 
sale of station rights to high-pressure 
organizations, with resulting neglect 
of the public interest which the Com- 
mission keeps solely in mind; and 
failure to provide adequate sustain- 
ing programs. 

F. R. Gamble, secretary, American 
Association of Advertising Agencies, 
addressed the broadcasters on 
Wednesday, pointing out the fact 
that the agencies and the broadcast- 
ers both desire more and better busi- 
ness, and that co-operation between 
them is necessary. 

He said that advertising agencies 
want program control to remain in 
the hands of the stations, even 
though pressure from advertisers is 
always toward excessive advertising. 
Some agency programs, he admitted, 
are very bad. He recommended 
recognition of acceptable agencies 
and cash discounts. 

The world-wide scope of broadcast- 
ing was emphasized by the report of 
Louis C. Caldwell of Chicago, the As- 
sociation’s representative at the In- 
ternational Radio-telegraph Confer- 
ence, which has been in session at 
Madrid since Sept. 3. 

According to Mr. Caldwell, a con- 
ference of North American countries, 
including Canada, Cuba and Mexico, 


must follow the international con- 
terence, for the purpose of allocating 
broadcasting bands to the several 
countries, at which Mr. Caldwell be- 
lieves the United States will do very 
well to come out as well off as it now 
is in the matter of clear channels. 

In fact, it was stated by Mr. La- 
Fount that clear channels will prob- 
ably not be available much longer, 
in spite of the fact that this country 
may be able to secure for general 
broadcasting purposes an additional 
band in the radio spectrum, which 
will be entirely satisfactory, except 
that all radio sets will have to be 
adjusted to the additional wave- 
lengths. 

Relations with the copyright own- 
ers brought out the keenest interest 
of the meeting. A full attendance 
listened to all discussion of this sub- 
ject, and applauded vigorously Leon 
Levy, president of Station WCAU, 
Philadelphia, who related his own 
successful legal fight with the ASCAP 
on two different occasions, and pro- 
posed the action subsequently taken 
by the Association. 

It was pointed out that the an- 
nounced intention of the Society to 
secure from broadcasting stations 
from three to five times its former 
annual revenue of $1,000,000 speaks 
for itself, since the increased amount 
would necessarily come either from 
the broadcasters or from advertisers. 

The Association made it clear that 
it wishes to pay to owners of copy- 
right material a reasonable com- 
pensation, and that its opposition is 
solely to what it regards as exorbi- 
tant charges for such material. 

An interesting angle was presented 
in the suggestion by Mr. Schuette, 
which was referred to the board of 
directors for consideration, that a 
non-profit corporation be formed to 
publish music for the use of broad- 
casting stations, furnishing or- 
chestral arrangements at nominal 
cost. He pointed out that the num- 
ber of independent composers and 
publishers approaching stations to 
secure broadcasting as a valuable 
privilege indicates that there is no 
lack of material outside of the ranks 
of the ASCAP. As he remarked, in 
one week, 20 representatives of 17 
publishers paid 33 calls at one studio 
in efforts to secure the free broad- 
casting of music. 

The Association indorsed a plan 
for the election of its directors on a 
basis of three from each of the five 
established zones, one in each to 
represent clear-channel stations, one 
regional station and one local sta- 
tion. In line with this plan, eight 
new directors out of fifteen were 
elected. These, with the other of- 
ficers besides Mr. McCosker, are as 
follows: 

First vice-president, Leo Fitz- 
patrick, Station WJR, Detroit; sec- 
ond vice-president, John Shepherd, of 


the Yankee Network; treasurer, 
Arthur Church, KNBC, Kansas City; 
directors, J. Thomas Lyons, WCAO, 
Baltimore; Lambdin Kay, WSB, At- 
lanta; Leo Tyson, KHJ, Los Angeles; 
Truman Ward, WLAC, Memphis; Mr. 
Buckwalter, WGAL, Lancaster, Pa.; 
Wright Gedge, WMBC, Detroit; Don- 
ald Flamm, WMCA, New York; 
Gardner Cowles, Jr., WIAS, Ot- 
tumwa, Iowa. 

Warm appreciation was expressed 
for the services of Harry Shaw of 
Waterloo, Iowa, the retiring presi- 
dent, and Philip G. Loucks, of Wash- 
ington, D. C., managing director, 


especially in connection with their 
efforts and those of Henry A. Bel- 
lows, chairman of the Executive Com- 
mittee, in fighting adverse Federal 
legislation, much of which remains 
as a continuous threat. 

The St. Louis radio stations enter- 
tained the convention on two eve- 
nings with their choicest acts, under 
the direction of Thomas Patrick 
Convey. 


John W. Sifton Dead 


John Wright Sifton, secretary- 
treasurer of the Winnipeg Free Press, 
Toronto, died Nov. 15 at the age of 46. 


Milwaukee Club 


Sponsors Course 


Milwaukee Advertising Club is 
sponsoring an advanced lecture course 
in advertising and selling, at which 
lectures will be given by nationally 
known authorities. 

The course opens Nov. 30 and will 
continue every Wednesday night for 
12 weeks. 


Armand to R. & R. 


Advertising of Armand Co., Des 
Moines, Ia., toilet requisites, has been 
placed with the Chicago office of 
Ruthrauff & Ryan, Inc. 


ADVERTISING 


42,000 gallons 


cets—that is the average daily consumption of water in the manufacture of Jahn and 
Ollier printing plates. And every drop of it is purified in our specially built quartz 
filters. There is no sediment in this water to lodge on negatives or plates and distort 
the image. No foreign matter lurks in our carefully compounded chemical solutions. 
Cleanliness and uniformity are prime requisites even in these vital details. 

That is one of many reasons why you can always depend upon Jahn & Olllier 
engravings to give you the kind of reproductions you want in your advertising. 

Buy your plates on the basis of quality. It is the only way to get real satisfaction. 


JAHN & OLLIER ENGRAVING CO. 


ILLUSTRATIONS —PHOTOGRAPHS 
FINE PRINTING PLATES FOR BLACK OR COLORS 


WATER 


HOW AND 


" WHY WE 


FILTER IT 


This is Number Two 
of a series of ads 
which will show how 
we produce the qual- 
ity and service which 
have made Jahn & 
Ollier Engraving 
Company the largest 
photo-engraving 
plant in Chicago. 


of water drawn 
through 250 fau- 


Telephone Monroe 7080 


817 W. Washington Blvd. 


CHICAGO 


countr. 
Capper 
success 
Califor 
Florida 
Ccountr. 
Pprogre 
Caro! 
Texa 
Geor 
Miss! 
Kent 
Wester 
Poultr: 
Southe 
The Pi 
Farm 

Ameri 
Breede 
Wyom' 
Every! 
Dairy” 
Better 
Ameri 
Nation 
Legho: 
Rhode 
Plymo 
North 
New I 
Poultr 
The B 
Inland 
South 
Farme 


Sem 


Oklah 
Farm 
Misso1 
Hoard 
Monta 
Misso! 
Indiar 
Arizo1 
Utah 
Arkar 
South 
Bi-" 
Prair' 
Thi 
Ind 
Walle 
The F 
Mir 
Dal 
Nebré 
Wisc 
Dako 
Kans 
Amer 
New 
Mich! 
Penn 
Ohio 
Ame! 
Lo 
Sy1 


sins 18 a es 
SOREL! at Nover 
iy ccc ee ee ee rr ee _ _—_—_—__ ees =a, 

4 —_—_—_—_—_—.MleIYQIIvxxvXxXx———_____—————— — nn nnn X—n—XnX—X—n—nsnnn ss») Cha aa. ee en eee CO —KLKL_—— ———— 
oer cin aa. —- 
aes a ' 

ran l ION OF CURRENT PROBLEMS DRAWS RECORD CROWD ROADCA l 
we ae i 

NPG Mee —— 
er : i ; ce TY : ' be: Mont 
a + ¢ 7 | s ee an ee ae, +, ied ge : P. ; 
MS a A ee eee Sar a ss ib. iii s. - : : 
| _— ie ie wa >» 
: eT 4 = x “ay 7 oe ? se ot 
<F Pot ae ; i. " ; : i x 
; i oo ae t ot : & a : : a . “4 by re 
: F — cae a - ~~ ee eee om ae — ; ie br. zy : - a oa es) ies. ~< 7 es 5 rie phmie — 
4 % aa é a Pe oo 2. 
¥ ‘ a ; ps oe ee ee : ae be See Ee ee a ee a i ‘ 
. s * “ey Ee ey « a he a i § i ee a Ceey e : rom 7 " 4 
; * ear Oe dee ye eee ah ae ee ee Bs Bo We age ray ff an , a en re. ‘ ge bee eee ho lai ee q = i et we oe 
io neat aes rem. a je? ee ae  ~. . a. eee i a Geo o a? eo ia Bits 
vol : i. j 9 af ile LS oa, ; ——_ bs a ae iy vem Laie : i oe | Ct ee eer ae wali gta 
wonme a no’ ee ona Be a a ee ne . ae Oe eee od oe ae Pe gt oa BP a F m) 
ar De r i: Ee +e ct. SS. Cee, «|| ae a ar . | ae 4 ie -. ae * 
By sk. os a. > i Sd kgs Reo Chaeen ie \ ; is . “4 JS te ee. ae Pte, 2 
i, ee ae ea Brera ee i ‘& Ome Peay bes FE Z oi yea Se ae oe ak, Pie te. : ee * 
7 ener ast 4 ee - : e Mi ‘ Ree 2 ere — , ae 
aie: — , a ¥ <3 - - a Pag = as Bes ot ee » ae 
eee | em j at ea pee 4 fh eee t fi ea mas = ae , #s aS rare oe, = 
= a —" aye en : ie ik. Be ok ee : } -> — 
e Bae.  « TS eee ; ’ ¥ ae a a Bs —)° 2 ha 
: as A ‘ ee: Wt ee “4 ; Lis ; s a, ee oe aa hy . ae 
f y= Bree 2 co eee  « F ’ iat ges 3 ed it H aa = * ' ‘ 
ane. ee be = ae ie ee 4 os ; bs isicia ae i f . * aw a Si eee. 
eh Ss eau ¥ » RUS ee ies 9 7 ‘ es eS. ee el es a 
cs ee Bee ery aa Seed See - : oe: ages ee ‘ : x se eee peed a a Neos ee pk open eee ie 5 
tec eeraecies ae —— ieee ee eee aoe ae a ee ES Ae en ee nie. 
+ ee, = bee , oti > pe Oe fe ee ser : ow we eee ae: sae Bagi eshte Spe 
2 py Pak Gls ae wi ve as = ” ame saa fee 2 det Peet eee eee ; “ " ‘ 
Ronee). aA: alee - es ree ce eae > (5 Ha, abe ein Sis i ee somal ; , 
aa Mas i es : — : . . eRe ae dee % Ste ag” ee 2. ee ee isla ae te re ong ae Oe Fi 4 ; 
en te . &.. EE oe a ee oe ee eta. fice | Re a Cy ee. 
y eae ae a SS ve Bs eee. sit ge a lee aay ie ‘oa Pio one = : E : © hee : cae i Bota aa . a é 4 — “ 
a Fed ee Ca = 6b Fe eh ekg eer ee ee ee 7 aetna. 
a is se | ee ' ? —— eiiet ck. ot eee) Ch aempmed ot. ; ae pees ee Re ey rege j € S 
ees ee a ee Siena omatnags Me names Sees, Ta Maes i ieee : : ae. a Bieter ees ‘See ™: oa a ; 
at eas aoe yy = ‘Lie ek, Se Sars ae ey Tins CH? hoc ae seh $ So ; ee Q ee i % [* , = 
La gar a 4 y * 2 eee 5 eye a> cat Soe ce oe MS SG a =, : e 4 eo Aloe oS ge oe Sep “ — a" 4 
rt amg ae ee ° : een wi poche aa Ba ee tee can ; ae ae , ee tek = ee s 
me PS aa Ora i : * mise aa ‘ a) dae a ae Sire € J A hl A eT ne ee Mu & = ey at: 7 na 
a ~~ i ; — sf Ree Pil a eee Oo 5 a es 2S i ; 
Ak “38 er soe Z a a set Bee Cs oe) ee ES co a -_ oS 
‘wee tee Riperes om ae ae sn Pe ae 5 ae Eo. oe 
oo ie Cre | ory a 3 A + cs il Ba Sees anal . “a af ae . oh, Nea Say 
hy | eres awe : g 5 ; oo gers a. ere SS erro eS Pe « & Yq ied 
Mee a Bea 7 ee See , 5 me 1. ae ; ye I Seen / 
Th eee ae Keren a ao . 4 io ithe : Xs i a aes eS AE eS << lt a pa os 4 + ae 3 
ee Ue ee | A its he “Oar Fe aiiy a £2 Ea. Sm ae ee EO 7 ae Soe, ——— : 1 
“oe ail F , 
Vie 
roe ie ———————————————— = a 
es | | | 
ee ke se 
ee a | ~: 
a oe —_—_—— 
: Be 
| | a 
| | 
——_—>—>—>————_———>—>——o———=E>(]]][{i{i>{—*_—*—=—>—]——vLU=—][[=[[{{*]]_]_]_*_*_**_@*C<*c*x*<*>*>*=_*_—~i °_ii~i*i>*>~ ~>—~|{x|x}x}x}]x{]{_]_* “ ——>e [—[[—[L—LFT]°xXL—__][=j=[_|"_L_=_—>sssssssS= 
4 Ut 
oy Lo: 
et Bir 
i All 
; We 
Po 
Bu 
Ro 
| , Ne 
ey ati bes ino , Pe 
Fen i a a * 
a peste ie he 
ates a hoe 4 cae El 
mae ae ae a . 
poate og pig . ae . 2 iinet ; w 
pai alee ies ae ea : ea : 4 eS. _ 
ae oa eo ake .- a : Paci 
" fe om “i ela? 2S ew a _ : Wee 
* F - : oo! a ell a « ‘ ees: 
Ss eae aay See eee ey S a 
Oe toe eine ‘| ae . nee fv oe Me a at ey a Mi 
Te 4 £2 wr a * +A sr — Calit 
Bikol. | as Ee . cae Bei 0 
pee * <n a hy Oe ke Fee reg 
ee ae On i oS. ea pet . a Ree urs 
sii. ES | Pee) 0) de SE eee, aS Sem 
jie es | . a ir] a ae P- e rare Fr 
= a a eS —— ae Bei, 
es ee aa. ‘tlt ¢ Deis 
. e j “ ee | ’ A ei ca? one 
Pees. FS | e * i a ' a 
oe . S83 Cee ° a 
i ae se i 3 | 4 : r : ar a = —[= 
* ; ae v3 2 3 Be . . pe Be 
Gt i [‘t”) =e we Vee a he. \liiiaee Dis Fe. she a 
mt , 3 a ae mie CO ae 4 2° 
ie i Sy : — is + ~_-aarAs tae. fai a . 
aa th, ~~ toa —-— ee > 
- aa altos : eee Sf as: eS, 
Ste ee ; — Wes a x: 8 ‘ - : <a eat f 
eis |e “ ee 3 — ae gas 3 ge eee ere 
are ae ne = “Me, 2 2 oe a4 Ae ea pe for 
te aM poe oo ’ 5 
‘ee Ae em. obit: = ; — 
te ‘ a 
‘ ° 
: | (from an unretouched photograph from “J.& O." Studios) can: 
| | Po P| . 
| | I 
4 | 
7 hi 
for 
Inc. 
are 
mol 
con 
the 
I 
for: 
Ka 
Pr¢ 
act 
ee a 
es ee 
ia a 7 3 aces. © (Oe: aM eis ot CA a a aa 2 pr Bae Pe OS 5 a =” Na St ae go 7 . > a ra a ae oe - Set ea ae Me parr aire tke 
a caer 3 3 gm SPs mers pment eo: OR RR ea eR: cM pad Ae mM Sew ie ie pee. See a ee ee aoe SER Sia tice 
a a” oe ee ee se ee es Be oe gaa ee ee sp A 
Set, esas acts Bee bug Me kc eee ee ee cere tess Uh ees Oe, O73 oe eae ee Rea ee By Rime os Sree me ie Peer edie. tech oan eet te Rae oe oe ene eS ng eae 
Rae fe Ss or ees, Sipe MM mr oir eT ae oe ae ia align ee are eer ae. 4 alae ath Rin, Sia Hs 5 ie tiles ages, pel aie ye oO ee eet ie 2 Ea) ot eer ae 
Genny ne Oat Mean ee ig “cere a ef fy 5 (02 Mle ac "eve Mente geen ic. Sa ie ee a Ng Une ead SOIT) = Si aR ENE es PO a Rem E yD ey 
fae os Appa ea Naver Oar Stscit yt ee Peres ic : ae: SB, ak chant ater Oia eee cae ay a fg ve ee mee cet 52) Serra bi 
vn pee MEE ol et gee Ce LE EIR LTE on SOE ERI ME RO Rea A SS 7S NO ae an ea eee ee: ee oe ee) Cee, ae pee pad. ee aN oy?) 0 paren SAC Geant aye ee ti 
<a aA “platy. Son Aes Seer me EY Li Nga, ak cs Pie ang Se ae ae tee ig ke ee eee a crak eas Baca oe yee: Sar ee ic et cates = eee . : AOD tay Cet nc) RS Big Got Soa,” Bok ae ig en ee 
Ea on Ra oe ee Sa ae Boo ea ee Shae PRN ee a) ee ee pega GS Spee | BK odie Cee te See? SSE wa) Gee acca i se eee SLi aie a ae aac Ce DR RRO ey Rama ra he 1D 
ie ey eR ere et Oy Sh Bp ae Be Peo. ete en ts ee ee be Be aie a eed yy ek ee Ae Se Ay ee ee ee as ert hcg Eg cs a Sas a a ee ag a8 Cae PA Pers ae ae oe eR Fn Sty ce he 
Piet fo ar be an aaa Miah decease en Pe eis ened Ptr h > Se iene an Ran te Re) he AB 9 Rg age a amulet oe aly tea eat Ft hi a Ns ee e ee Pe ids ees tie MET NOT er ce: 


Lt <9 


November 19, 1932 


ADVERTISING AGE 


19 


——__ 


_—_-” 
OCTOBER LINEAGE IN FARM PAPERS 
Monthlies 1932 Issues* 1931 Issues* 
country Gentleman ...........++..e0005 12,805 30,183 
Capper’s Farmer .....sceeccccsceccevces 10,797 17,574 
successful Farming ...........++++ee00: 10,569 17,622 
California Citrograph ..........ee-+e0- 9,541 16,947 
Plorida Grower ......cccccescccesccvecs 9,513 10,225 
Country Home ......cceevesccsscccceces 8,336 11,754 
progressive Farmer & Southern Ruralist: 
Carolinas-Virginia Edition............ 6,932 14,731 2 
NR Ea a i 6,545 13,671 2 
Georgia-Alabama Edition............. 6,122 14,580 2 
Mississippi-Valley Edition............ 5,358 14,538 2 
Kentucky-Tennessee Edition.......... 4,918 14,181 2 
Sh PP MEER vepceeccsaceduceeads 6,426 6,754 2 
i. CCAS. nan chk bb ee chee eue oe 4,770 8,007 ee 
Semthorn AGPICUIUTICL. «6.00 secccserssce 4,512 9,199 
rn ee Ma a6 chad acs ek 05.960 dod eee 4,125 5,330 
Pt COUN Rs cikiee ctbctcersecdeneacns 3,809 11,791 
American Poultry Journal ............ 2,903 5,164 
CGOD ovis cd cmewees<o0ewviaes 2,786 6,870 
Wyoming Stockman-Farmer............ 2,710 3,249 
Everybody’s Poultry Journal........... 2,686 3,495 
er 2,428 4,185 
OE rer ee 2,054 3,188 
American Fruit Grower..........sccce0. 1,992 3,088 
National Live Stock Producer.......... 1,891 3,659 
NE re a 1,773 5,630 
Rhode Island Red Journal.............. 1,773 5,253 
Plymouth Rock Monthly................ 1,755 5,257 
Northwest Poultry Journal............. 1,569 3,233 
New England Dairyman................ 1,498 2,939 
Poultry Garden and Home............. 1,442 3,728 
Phe BUreA PALMS. .2.cccccccccccccces 1,304 3,126 
Inland Poultry Journal................. a - wt» -- <a 
DOGO CRUIVREEE fb ikcc ss cvcccascccecs 1,006 2,098 
Farmers Home Journal...............:. 726 1,329 
Semi-Monthlies 
Oklahoma Farmer-Stockman,........... 9,879 14,598 
a ML 6 6.o'n kdb C4 60.8» O0nCs 0 oe 9,429 14,894 5 
re re eee 7,718 13,084 
oo 8nd a bth os Vo Se Ke 5,728 13,073 
OT Seer re ene 5,709 7,639 
SS IE | o.'5 6 0.5140 6.0.004 605000068 5,190 3,660 
Indiana Farmers Guide................ 5,070 10,594 
Er ere eee ee 4,779 6,266 
Te here 5666 k6 6 bbe Oe eb eeen es 4,740 8,216 
SS eer rere eee 3,878 5,064 
EEE: - SPIN 5 0 50.0 b.0.00 00600006463. 3,331 7,042 
Bi-Weeklies 
Prairie-Farmer: 
i ss oy seh eb bw kde hea be O08 23,379 3 21,047 3 
ED REP eee ee eee 13,484 3 16,964 3 
Wallaces’ Farmer and Iowa Homestead 22,116 3 26,725 3 
The Farmer and Farm-Stock and Home: 
TS PPT err ee ere 20,300 3 21,940 3 
Dakotas-Montana Edition............. 14,567 3 21,392 3 
rr ree eee 18,711 3 23,152 5 
MEMPOOREI. BOTICWICUPIOR .ncccaccccveses 17,950 3 18,779 3 
PE 6s cc kte eah0b8b004 600688 16,537 3 22,458 3 
Kansas Farmer (Mail & Breeze)........ 11,740 3 17,337 5 
American Agriculturist,................ 9,796 3 14,648 5 
New England Homestead.............. 9,534 3 20,656 5 
56 5.665.609.6806 0406 8 eo 9,312 3 17,082 5 
PERS IVORIR DEPMOE o.ccccccccccccses 8,553 3 16,449 5 
I eo cesar hb ice 6 ossGasbade cee 7,860 3 16,122 5 
American Agriculturist: 
Local Zone Advertising 
SE Cet eee ee ee et ee 903 3 644 5 
EES Tee ee Tere re ee 812 3 798 5 
ss o's 6 5 55 vcen'g ohh OO8oS oa 5% 728 3 840 5 
i 5. Gh 6.4% 4s 9:66 DECK OE RENEWS 588 3 112 5 
Se ee ee iy ere 406 3 546 5 
eee rer eee ere yee Pere 406 3 658 5 
NS OC OTe Tr eee ee 364 3 364 5 
EE? figs hie Gd e ae Wine eb Rear aaa 224 3 658 5 
EE OE OR ere eee 91 3 203 5 
Se ee es Pere ee aren os 808 5 
Pennsylvania-New Jersey-Delaware- 
PE 155s cs cheeses eek ees 728 5 
54 Sv vahs.r dd:0 >a 45S SE RETR RA 112 5 
Weeklies 
Se ND GOR ciscdcccn cece 21,682 5 22,069 5 
Weekly Kansas City Star: 

Arkansas-Oklahoma Edition ......... 17,668 4 a 

MNS 6 ae cain bs 6 on 60 wes 17,654 4 b Sas > 

OS eee 17,612 4 19,174 4 
Californian Centivator .....ccccccscsens 17,433 5 20,066 5 
WOMINCON WARRIOR: ok ccc cece ee cere 12,960 + 15,912 5 
errr err ee 9,478 4 14,635 5 
Sn OO MOUMOP ooscicercvccscostcces 7,972 4 17,752 5 
ee eee errr re 7,749 4 12,153 5 
Semi-Weekly Farm News: 

EN sd bce ca ey eleven Mab eve e 7,456 4 5,274 5 

TEED ik ca gb spk 0 ee daar ss 3,477 4 4,193 4 
Dairymen’s League News .............++ 2,943 4 5,868 5 


*Discrepancies between these colu 
by changes in frequency of issue of 


—Advertising Record C ompany. 


mns for 1931 and 1932 are explained 
the publications involved. 


Offers Advertising 


On Refuse Boxes 


Donald C. Brent, Chicago, has of- 
fered to pay the city of Buffalo $5 
for every refuse can it allows him to 
Place on the streets, provided he is 
enabled to sell advertising on the 
cans. 

He has offered to supply 5,000 cans. 


Drug, Inc., Earns $1.28 


Increasing slightly over the rate 
for the year, the earnings of Drug, 
Inc., New York, for the third quarter 
are $1.28. Earnings for the first nine 
Months of 1932 are a little over $3, 
compared with $4.32 per share for 
the corresponding period of 1931. 


Forms New Company 


Ernest Kauer, president of the 
former CeCo Mfg. Co., Providence, 
R. I, radio tubes, has formed Ernest 
Kauer & Co., Inc., at 227 Broad St., 
Providence. The new company will 
act as a sales agency for radio tubes, 
chemical products, etc. 


J. W. T. Office Moves 


The Cincinnati office of J. Walter 
hompson Company has been moved 
to 2015 Union Central Bldg. 


“Farm Journal” 


Sells Space in Bulk 


Farm Journal, Philadelphia, is now 
offering advertising space at bulk 
rates, the cost of space being based 
upon the amount used within one 
year, regardless of size of units. 
While this plan is followed by news- 
papers and many business publica- 
tions, this is believed to be its first 
use by a national farm paper. 

The publication is also a pioneer 
in providing one extra color to ad- 
vertisers without charge, under cer- 
tain restrictions. This service is not 
limited to full page space, users of 
one or two full columns also being 
entitled to color. 


“Open Road” To 
Give Color Free 
Effective with the January, 1933, 
issue, Open Road for Boys will allow 
advertisers using a schedule of two 


or more pages in page units to have 
one extra color without extra charge. 


Club Has Birthday 


Women’s Advertising Club of Chi- 
cago celebrated its 15th anniversary 
Nov. 15 with a dinner and theater 
party. 


BROADCASTERS 
APPROVE NEW 
FOUR A’S FORM 


St. Louis, Mo., Nov. 15.—Approval 
by the National Association of Broad- 
casters at its session here today of 
a standard advertising agency con- 
tract form, agreed upon after con- 
ference by a committee of the As- 
sociation with the American Associa- 
tion of Advertising Agencies, makes 
this form available for all radio ad- 
vertising contracts, whether placed 
through a Four-A agency or not. 

The new form, which has been 
under discussion for some time, em- 
bodies numerous important points, 
including the following: 

If for any reason beyond its con- 
trol, the station is unable to broad- 
cast an agency’s program at the 
specified time, the station shall not 
be liable for damages, but agrees to 
notify the agency as far in advance 
as possible, so that arrangements for 
a substitute broadcast may be made. 
If this is impossible, the time is to be 
cancelled, without affecting the rate. 


In the event of cancellation or post- 
ponement, the station is expected to 
make a courtesy announcement, if 
approved by the agency. 


Give Pro Rata Rebates 


If interruptions occur during the 
entertainment features of a spon- 
sored program, pro rata refunds are 
to be given for all interruptions of 
one minute or more. If interruptions 
occur during the commercial an- 
nouncement, credit is to be given in 
the same proportion to the total sta- 
tion time charge which the omitted 
commercial announcement bears to 
the total commercial announcement 
in the program. 

If the interruption takes up as 
much as 50 per cent of the program 
time, the station will defray a pro 
rata share of live talent costs, un- 
less the cause is beyond the station’s 


jurisdiction. 
Substitution of sustaining pro- 
grams of public importance are 


allowed under much the same provi- 
sions. However, if the agency is 
notified of such substitution less than 
two weeks in advance, the station 
agrees to reimburse the agency for 
any non-cancellable cost of live 
talent, and of newspaper advertise- 
ments prepared specifically to adver- 
tise the broadcast. 

Under the contract, the purchase 


of time specifically includes the serv- 
ice of a regular staff announcer. 


May Repeat Programs 


In the event that scheduled pro- 
grams are not supplied seven days in 
advance, the agency is to be notified, 
and if no program is forthcoming, 
the station shall, if transcriptions are 
used, repeat a previous program, or 
if this is not feasible, produce its 
own program and make a reasonable 
charge for talent. 

The agency agrees to protect the 
station against all liability for libel 
or slander, and also against copyright 
infringements in cases where the pro- 
gram is delivered to the station less 
than seven days prior to broadcast, 
provided the station is properly 
licensed by ASCAP. 


Barton Aids Charity 


Bruce Barton, chairman of the 
board of Batten, Barton, Durstine & 
Osborn, spoke in behalf of the relief 
drive on a Columbia chain program 
Monday night. He said relief con- 
tributions under present conditions 
constitute investments in humanity. 


Ad Forum to Frolic 


Ad Forum, Detroit’s junior adver- 
tising club, will hold its annual Fall 
Frolic at the Square Lake Country 
Club, Nov. 19. Malcolm McCabe is in 
charge of arrangements. 


Chicago 


Never Before Was News 
So Interesting--or So Significant! 


Things are happening these days in the 
advertising field! 


Never before have so many important 
events, affecting all advertising interests, taken 
place, and never before has the service of 
ADVERTISING AGE in reporting them been 


so valuable. 


Reader interest, based on the unique and 
exclusive service of information supplied by 
ADVERTISING AGE, is genuine, spontane- 
ous, unforced. The reader wants the news—and 
he has learned that the only place he can count 
on getting it is in the columns of ADVERTIS- 
ING AGE. 


This means new promotional values for 
publishers and others with a message for the 
national advertising field—a new opportunity 
for quick, effective contact with the men who 
make the decisions, and who, today as never be- 
fore, must keep informed! 


ADVERTISING AGE was built for 
them, and for all advertising men alert to the 
significance of the dramatic happenings re- 
corded in each issue of the National Newspaper 
of Advertising. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
537 S. Dearborn St. 


Graybar Bldg. 
New York | 
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MASS DISPLAY HELPS MOVE QUANTITIES OF CANNED GOODS 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


THE BEST ROASTERS IN ST. LOUIS 


Typical "Stokely Week" display in a retail store. Each column of cans is topped with an — tin, 
cut away to expose the "golden" lining, one of Stokely's strongest selling points. (Story on Page 6] 


WATCH YOUR THROAT COMBATTING A POPULAR FALLACY 


“Tl Haven't A Cent” 


| 


These Knights of the Haymakers, social order of Advertising Club of 
St. Louis, staged their first annual gridiron dinner Nov. 15, at which 
local celebrities were roasted to a sizzling brown. Attendance 
totalled 325, with countless women and reporters suffering anguish 
because they were not invited. From left to right: George W. 
Coombes, Community Fund; G. J. Lehleitner, Victoria Co.; D. H. 
Fleischer, Commercial Letter Co.; Harvey Frohlichstein, Angelica 
f Jacket Co.; Lou Zimmerman, Woodward & Tiernan Printing Co.; 
g Leslie J. Mahl, Lynton T. Block & Co.; Paul Allen Ebbs, Swope Shoe 
Co.; Marion E. De Veaux, Kingsway Hotel; E. H. McReynolds, 
assistant to the president, Missouri Pacific Lines, and president, Ad- 
vertising Club of St. Louis; F. C. H. Stevens, Stevens Sign Co.; 
Frank H. Niehaus Jr., Niehaus, Jewelers"; Hubert J. Echele, War- 
wick Typographers; Calomon Kaldor, St. Louis Association of Foreign 
Language Newspapers; Howard O'Connor, Puro Company, Inc. 


TOMORROW'S 
WEATHER 


Cloudy and colder. 
Fresh northerly winds. 


In winter weather you need 
protection against coughs! 
Take a Smith Brothers 
Cough Drop the minute 
your throat feels “funny”. 
Two kinds—both delicious 
—Black or Menthol: 5c. 


Smith Brothers are using one- 
column space in newspapers to 
induce use of cough drops as a 
preventive. The weather reports 
are authentic. (Story on Page 6.) 


ADDITION—OLD STYLE AND NEW 


ad 
6 el 


A. N. A. VICE-PRESIDENT 


Ploying “broke” has become the great American game. Men 
carming incomes which would have scemed large te them ten 


years age, now stuilingly sav “T haven't a cent” —and really 
ae 


Veleve it themselves when they say it. 


A popular game—bat a dangerous one—this sport uf measur: 
ing assets amd uneomes by 1920 standards. May it and you 
uttnimias vour eral werth today, You distort your perspective, 
You prejution the future protection of your family 


Let's forget the defeats of the last three wears, New—of all 
fimes——is the time to plan for yourself and your family, Baill 


with the retaking of lasiness. Use the materials you have 


at hand. Take ashvantage of the opportunities life insurunee 
gives you for mereasuys your estate, Construct the frauework 
of an estate plan whieh will be effective new and which eat 


be expanded when yode accumulations increase 


The eventual success of your plan may depeod upon yet 
choice of an executor and trustee. “The advantage of asing 
2 trust company has heen « matter of record for generations: 


‘The 50 years’ experience of Detroit Trust Company also should 


he of value to you in the planning stage, We shall be ghad i 
voosalt with you and your attorneys. You can have oor help 


without cost or obligation. Call or phone for ga uppomiment, ' 


DETROIT FRUST COMPANY 


FORT STREET OPPOSITE POST OFFICE 


Current newspaper copy for Detroit Trust Co. is designed to ridie 

cule the game of "playing broke" and to point out the present n 

for efficient estate management in order to conserve shrunken assets 
Edwin Bird Wilson, Inc., is the agency. 


This photograph by John F. Collins, F. R. P. S., for L. C. Smith and 
Corona Typewriters, Inc., was one of the 100 best at the exhibit of 


photographs for art and indu 


at National Alliance of Art and 


Industry, which closed in New York recently and is now on tour. 


Allyn B. Mclntire, vice-president, 
Pepperell Manufacturing Co., Bos- 
ton, who was elected a vice- 
president of the Association of 
National Advertisers, at the annual 
meeting in Atlantic City this-week. 


CREATES STIR THIS WEEK 


Walter P. Chrysler's new Plymouth Six, copy for which broke in 


1,200 newspapers and magazines Nov. !7. 
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